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Rough Proofs 


Picture magazines keep on coming. 
But there’ll be a let-up one of these 
days when the boys use up all of the 
possible names. 


. vv. @ 


Now that Chicago has decided to 
license handbook operators as “bro- 
kers,” all they need do to be exactly 
like stock brokers is to allow you 
to bet on some nags to lose. 
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Tourist-minded Floridans are 
worried about a cold snap in 
citrus belt than cold feet in 
financial districts of New York 
Chicago. 
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Charlie McCarthy is doing all 
right in Hollywood, but he’s begin- 
ning to doubt the wisdom of that 
long accepted advice, “Go West, 
young man.” 


7. 2 F 


Too bad the radio can’t hang out 
a sign when one of our more so0- 
phisticated stars appears, advising 
all and sundry that the entertain- 
ment is for adults only. 


? FF 9 


Implement manufacturers, taking 
advantage of the farmer’s hiberna- 
tion, will feature>film .showings ; of 
their product during the winter 


months. They should be in slow 
motion. —- 


, a 


The brewers admit their problem 
is to separate beer and hard liquors 
in the public mind. But that’s not 
easy to do as long as they’re cheek 
by jowl on the public bar. 


™ v @-4 


R. H. Lippincojt warns salesmen 
not to attempt being amateur econ- 
omists. He realizes that there’s en- 
tirely too much competition in this 
field down in Washington. 


= wei 


All an advertiser really needs to 
make sure his copy will not cause 
business indigestion is expert advice 
from a battery of merchandising 
men, patent attorneys, public rela- 
tions counselors and a darn good 
Washington lawyer. 


> 2 F 


There’s some doubt as to whether 
the national bird is the eagle or the 
turkey, but judging from current 
news the advertising world has 
adopted the pigeon. 


= - 


Judging by General Motors’ an- 
nouncement of a reduction of 30,000 
employes, Santa Claus refused to 
trade in his reindeer this Christmas. 


7 Fs 
Josh Lee says that a teacher makes 


his bed and lies in it, while a poli- 
tician, on the other hand, makes his 


. bunk and lies out of it. 
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Cuba Libre means that you can 
have anything in Havana you are 
able to pay for. 

Copy Cus. 


PRICE LAWS ARE 
UNENFORCEABLE, 
MARKETERS HOLD 


Public Rebellion Predicted at 
AMA Conclave 


By Irwin Robinson 
Atlantic City, Dec. 30.—Denounced 
as uneconomic, unenforceable and 
anti-social, price maintenance legis- 


lation this week was made the tar-|. 


get for verbal pot-shots slung with 
gusto and near-unanimity by some 
of the nation’s leading marketing 
authorities who participated here in 
the four-day annual convention of 
the American Marketing Association. 

Keen interest was evinced in the 
special session devoted to fair trade 
practice legislation, as embodied in 
the Tydings-Miller enabling act and 
in the 42 state laws, but before the 
meeting had fairly gotten under way 
it was evident to observers that in- 
stead of witnessing what was prob- 
ably supposed to have been a sym- 
posium on the pros and cons of price 
maintenance, they had before them 
a spontaneous condemnation of all 
that “fair trade legislation” implies, 
with college professors, commercial 
consultants, retail store executives 

d..governmenta). repre»entatives 
taking »° . 7 4 

Direst prédiction on the subject 
came from A. L. Nassau, general 
manager, The Big Store, Cincinnati, 
who asserted that price maintenance 
legisle4ion_will be short-lived and 
will die of “pubift mon-acceptance,” 
as many other laws have heretofore. 
Price laws are impracticai, he de- 
clared, chiefly because, first, nation- 
ally advertised merchandise “exists 

(Continued on Page 8) 


Curtis to Take 
Bleed. Borders 
for Half Pages 


New York, Dec. 30.—Acceptance of 
bleed borders for half-page advertise- 
ments was announced for the three 
magazines of Curtis Publishing Com- 
pany from its Philadelphia head- 
quarters today. It is reported here 
that the same plan will be adopted 
by Crowell Publishing Company and 
others, with formal announcement 
expected next week. 

The half-pages to be accepted by 
Curtis for bleed must be vertical. 
They may run either in black or 
black and one color. The price will 
be one-half of the charge for the 
corresponding full page, plus 15 per 
cent for bleed. The innovation ap- 
plies to The Saturday Evening Post, 
Ladies’ Home Journal and. Country 
Gentleman, 
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Use your Home Town Taxi to the Station 


BOSTON ~ MAINE RAILROAD 


Boston and Maine Railroad struck a holi- 

day note with this invitation to take ad- 

vantage of special “Whoopee Trains” 

upon returning from New Year's Eve 
festivities. 


Electric Rarge 
Show a la Auto 
Field Planned 


New York, Dec. 30.—Established 
under a new name and with a 
budget for sales and advertising ap- 
proximating $350,000, the Modern 
Kitchen Bureau, sponsored by the 
Edison Electric Institute and the Na- 
tional Electrical Manufacturers As- 
sociation, today disclosed promo- 
tional plans which are expected to 
hoist sales of electric ranges, re 
frigerators and water heaters to 
record peaks in 1938. 

Newly-named the National Kitchen 
Modernization Bureau, this special- 
ized promotional arm of the elec- 
trical industry will include national 
advertising campaigns in its pro- 
gram for the first time, with inser- 
tions in national magazines starting 
in April to acquaint American house- 
wives “with the modernity, speed, 


(Continued on Page 28) 


Every Medium 
on Own Bottom, 
Wrigley Policy 


Chicago, Dec. 29.—No modern ad- 
vertising practice is more unsound 
than that of using one medium to 
advertise another. 

That is the opinion of such an 
eminent authority as P. K. Wrigley, 
president of Wm. Wrigley, Jr. Com- 
pany, expressed in response to the 
question: of whether the company 
planned any corrollary promotion for 
its new program, “Double Every- 
thing’ which made its debut over 
Columbia Broadcasting System Dec. 
26. 

Many advertisers, in such a situ: 
ation, devote considerable newspaper 
space, usually on radio pages, to a 
bid for the attention of radio fans. 

Not so Mr.. Wrigley. Taking 4 
realistic view, he told ADVERTISING 
AcE today that his new program 


would have to stand or fall on its]. 


own merits and that of the network. 
Mr. Wrigley’s Philosophy 


“The mere fact that we have used 
radio in the past and are coming 
hack for.more. iss ent_proof of. 
our belief that it will afford an au- 
dience for any interesting program, 
just as a good publication offers a 
readership to the advertisement 
bright enough to take advantage of 
it. Our method is simply to throw 
the program into the broadcasting 
pool and let it sink or swim on its 
merits, except for the usual mer- 
chandising to the trade. 

“It seems to us nonsensical to 


(Continued on Page 25) 


ST.*LOUIS “STAR TIMES’’ 
RESTORES CASH DISCOUNT 
St. Louis, Dec, 31.—Restoration of 
the 2 per cent cash discount, retro- 
active to Dec. 1, 1937, was announced 
today by St. Lowis Star-Times. 

The Four A’s recently issued a 
statement to newspapers deploring 
cash discount eliminations and C. W. 
Aubuchon, Star-Times advertising 
director, said that investigation con- 
vinced the newspaper that the dis- 
count is necessary to maintenance of 
the agency system in its present 
state of effectiveness. 


Last Minute News Flashes 


Bigelow-Sanford Raises Rebate; Drops Allowance 
New York, Dec. 31.—Bigelow Sanford Carpet Company, effective Jan. 


3, will raise its rebate to dealers and 


discontinue dealer co-operative adver- 


tising allowances, it was announced today. Coincidentally, plans for con- 
sumer promotion in five national magazines for 1938 were revealed. 


- FTC Bars Copy Which Hits at Non-Advertisers 


*Washington, D. C., Dec. 31—The Federal Trade Commission today is- 
sued a cease and desist order against Johnson & Johnson, New Bruns- 
wick, N. J., demanding a halt of copy warning consumers to beware of 
little-known or unadvertised surgical products. 


Charge $90,000 for Chicago Baseball Broadcasting 
Chicago, Dec. 31.—The 1938 baseball broadcasting situation was ironed 
out here today with five radio stations allowed to carry the games, as in 


1937, for $90,000, twice the old charge. 


WBBM will pay top price, $17,500, 


General Mills and Socony-Vacuum dividing sponsorship. Kellogg Company 
will again use WJJD. Contracts bar commercials while play is on. 


General Foods Buys Kellogg’s Kaffee Hag 
New York, Dec..31.—General Foods Corporation today purchased the 
Kaffee Hag business of Kellogg Company. Kenyon & Eckhardt, Inc., is 


the Kaffee Hag advertising counsel. 


Recession Offers Challenge 
to Promotion Efforts; 
View of Year Rosy 


New York, Dec. 31.—Major adver- 
tisers, scanning the 1938 horizon, in- 
dicated today to ADVERTISING AGE 
that the picture presented by the 
hew year, although marred at the 
moment by unseasonable’ clouds 
which may not vanish for several 
months, appears as a whole to be 
of a roseate hue and likely to be as 
productive of sales as was 1937. 

Significant factors in this compos- 
ite picture included: 

1. Few decreases in advertising 
budgets. Programs will be increased 
or continued on the same scale. 
Prospects for better sales or a belief 
that, if sales drop, advertising 
power must be strengthened in the 
merchandising plan. 

2. Marked increase in the adver- 
tisers’ reaction to consumer con- 


Review of 1937 


Advertising highlights of 
1937 in stories and pictures 
start im pages: pennant aa 


| 


sciousness of the advertising proce- 
dure. More factual copy, more test 
copy will appear. 


Short Range Program 


3. Swing toward short-range, flex- 
ible programs. Exceptions to this 
will be those companies which have 
for years conducted long-range in- 
stitutional drives. 

4. Neither legislation nor undue 
price resistance loom as formidable 
obstacles, 

An approximate 5 per cent in- 
crease in total advertising expen- 
ditures for Bristol-Myers Company 
is based upon reasonable confidence 
in the general business situation and 
not merely upon undue optimism, 
Lee H. Bristol, vice-president, de- 
clared. 

This company scored a sales gain 
of more than 6 per cent during the 
past year and holds the belief that 
continued good prospects for sales 
justify the higher appropriation. 

Vitalis will be one of the’ com- 
pany’s products to receive special 
attention with a half-hour variety 
show over a National Broadcasting 
Company network to be launched 
Jan. 10 in support of this product. 


Maintain Sales Level 


American Tobacco Company also 
looks forward to a year of increas- 
ing sales wolume, said George W. 
Hill, Jr., vertising director. In 
line with this, Mr. Hill said that re- 
sumption of newspaper copy for 
Lucky Strike cigarets is being con- 
sidered favorably and that the cam- 
paign would probably. be of the 
same scope as that of 1937. 

Expenditures for the year, he 
added, are likely to match those of 
the past year. Radio programs on 
all major networks will be contin- 
ued through the winter. 

T. F. MeGrath, advertising and 
publicity manager; Cunard White 
Star, Ltd., cited a diminution in in- 
stitutional appeal and an increase in 
emphasis upon specific offerings as 

(Continued dn Page 25) 
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ADVERTISING AGE 


.~ ve 19 38 


January 3, 1938 


Agency Heads Say 38 


Copy Must Hit Hard 


New York, Dec. 30.—Hard hitting 
merchandising copy was projected 
today as the most potent force in 
the 1938 advertising picture in re- 
ports to ADVERTISING AGE by leading 
agency executives. These spokesmen 
indicated that the trend would be 
marked by a decided increase in 
self-regulatory efforts and by an 
intensified effort to conform. to 
media changes, citing particularly 
picture magazines. 

Other comments gave evidence of 
the following: 

1. Budgets comparing favorably 
with those for 1937. 

2. A greater use of test copy and 
more experimentation. 

8. Use of a new type of “public 
relations” copy, chiefly by larger 
corporations, : 

H. A. Batten, president, N. 
Ayer & Son, Inc., Philadelphia: 

“It is interesting to observe the 
number of advertisers who have im- 
proved their relations with the pub- 
lic by taking the public into their 
confidence. 

“More than ever before, advertis- 


W. 


ing space has been employed by indi- 
vidual advertisers to acquaint the 
public with their policies, their prob- 
lems and accomplishments. 

“There have been fewer false 
claims that reflect on all business. I 
think that these developments will 
become more pronounced in the 
years immediately ahead. 

“Any consideration of advertising 
volume in 1938 must take into ac- 
count the fear and uncertainty that 
seem to have gripped the nation. 
Commitments for the first quarter of 
the year show some _ reductions. 
However, many advertisers are pre- 
pared to make up these reductions 
during the last nine months of the 
year, should fear and uncertainty be 
dispelled.” 

F. B. Ryan, president, Ruthrauff & 
Ryan, Inc.: 

“For the most part our schedules 
for 1938 appear to be in excess of 
those for the present year. 

“Our clients are planning to use 
more and harder hitting copy.” 

(Continued on Page 27) 


COMMON SENSE 
GOOD '38 BET, 
SAYS KNOWLSON 


Stewart- Warner Chairman 
Confident of Future 


Chicago, Dec. 30—James S. 
Knowlson, chairman of Stewart-War- 
ner Corporation, is convinced that 
1938 is going down in history as the 
year in which management and labor 
realized that they must “do a hell of 
a lot more than bargain collectively 
—they must work together.” 

He said as much the other day to 
the Chamber of Commerce at Indian- 
apolis, whither Mr. Knowlson jour- 
neyed to take a look at the plant 
where Stewart-Warner refrigerators 
will be made in the future. 

This viewpoint may explain why 
Stewart-Warner is planning a heavy 
1938 advertising campaign for its 
various lines. The Horace Heidt 


. . - with five little $1 prizes. 
. . - and only a quarter page space. 
.- » -« but—oh how big the results! 


Eight Hollywood beauties, 


Myrna Loy to Marlene Diet- 


rich; seven of the season’s craziest women’s hats—the prob- 


lem: Choose the right hats for the stars. 


The Des Moines Sunday Register magazine editor knew 
the readership of his section well enough to be prepared for 
an avalanche—from $5 offered in modest space on page six. 


And he got it! (The avalanche, we mean.) 


With scissors and paste pots 1,851 Iowans spent hours 
dressing up film beauties’ heads. 


The accompanying map 


shows how they sent in their results from every county in 


the state. 


YOU may not be interested in making scads of folks 
cut out paper hats. But you are interested in knowing 
that intelligent ADVERTISING shares the intense reader 
interest of lowans in The Des Moines Sunday Register 
magazine section. With more than 315,000 circulation a 
lot of coffee, tires, toothpaste or ‘“‘what have you”’ can 
readily be sold to half the families in 1938’s rich lowa 


market. 


A overn/(ihcon 
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Register and Tribune 


Pee ees 


me 


Plans for the new CBS studios in the 
Palace Hotel, San Francisco, are checked 
by A. H. Price (left), Palace manager; 
Mrs. Edward Klauber, Mr. Klauber, CBS 
executive vice-president and Donald W. 


Thornburgh, CBS _ vice-president in 
charge of Coast operations. 


orchestra, now being aired on a spe- 
cial NBC program, half-page bleed 
advertisements in Collier’s and The 
Saturday Evening Post and a con- 
siderable volume of newspaper ad- 
vertising will be placed back of 
Alemite, the Stewart-Warner refrig- 
erator, radio and other products. 

Mr. Knowlson takes the attitude 
that the idea which has gained so 
much ground recently—that men and 
management are natural enemies—is 
a basic fallacy. 


Co-operate or Fall 


“The truth is,” he told the Indian- 
apolis business men, “that the two 
are tied together with unbreakable 
bonds, and if either of them is to 
survive, they have got to work to- 
gether. 

“Today, all over this land, in great 
industries and little shops, good men 
are quietly living and preaching this 
doctrine of common sense. These 
men are showing by precept and 
example that because a man is rich, 
he doesn’t have to be a crook—that 
he didn’t reach success by trampling 
others down, but more likely, by lift- 
ing them up. 

“When slowly the great masses 
awaken to the truth, they will begin 
to appreciate that the things which 
distress us today are not merely an 
entertaining dog;fight between politi- 
cians and bondhdlders. 

“When they begin to realize and 
to feel the pressure of taxes on their 
own pockets; when they begin to 
see that soaking the rich really 
means raising their own rents when 
the hairdresser in Indianapolis real- 
izes that she, out of her own pocket, 
pays for industrial unrest, and when 
a man in Texas sees that stoppage 
of work in Detroit takes a pair of 
shoes from his kids, then the people 
will speak. And when they do, God 
help the silly politician, arrogant 
labor leader, selfish capitalist and 
hard-boiled manager.” 


Opportunity Still Present 


Mr. Knowlson said that two out- 
standing developments stand out in 
the 25 years during which Stewart- 
Warner has been in business: First, 
the rapidity with which new prod- 
ucts and new processes have taken a 
leading position, and second, the 
ease and speed with which new men 
have taken their seats in high places. 

“There is scarcely a man in any 
group who does not attest the fact 
that the doors of opportunity have 
been open,” said Mr. Knowlson, “and 
that the public has been alert to the 
advantages of new products, as in- 
dustry has been appreciative of new 
abilities.” 


Central Expands and 
Adds Sears as Manager 


Central States Broadcasting Com- 
pany has bought Station WAAW 
from Omaha Grain Exchange. Don 
Searle has resigned as manager of 
WIBW, Capper station at Topeka, 
to become general manager of Cen- 
tral States, with headquarters in 
Omaha. 

The organization also operates 
KOIL, and KFAB and KFOR, Lin- 
coln. 


MacNamara in New Post 


Paul MacNamara, advertising man- 
jager of Harper’s Bazaar, has been 
appointed sales promotion manager 
of Good Housekeeping magazine, ef- 
fective Jan. 1. Happer Payne con- 
tinues as promotion manager of 
Good Housekeeping. 


Coined Words 
for Furs Are 
Banned in Code 


New York, Dec. 29.—Prohibition 
of the use of coined words instead 
of the real name of furs offered for 
sale, of misleading statements as to 
the g@ountry of origin of the animals 
delivering the pelts, and of state- 
ments failing to disclose the fact 
that furs have been dyed, tipped, 
blended or pointed were among the 
fair trade rules ratified here today 
at a preliminary conference called 
by the Federal Trade Commission 
to discuss a code of operation for 
the fur industry. 

Suggested by various branches of 
the industry and by the staff of its 
voluntary trade practice board, the 
rules presented for consideration hit 
principally at the misleading product 
identification and sales promotion 
practices of fur and fur garment 
manufacturers and merchants. In 
this connection, it was decided to set 
forth as being illegal the practice of 
describing as “seal, sealine, marmink 
or beaverette” or by other coined 
words incorporating the real name 
of a fur bearing animal for the pur- 
pose of creating “the impression that 
the peltries were obtained from an 
anima] other than the animal whose 
fur actually was used, without dis- 
closing the true name of the animal 
from which the peltries were ob- 
tained.” 


Makes One Exception 


One of the exceptions to the ruling 
which was adopted, forbidding “di- 
rectly or indirectly, through adver- 
tisement, or on a label or tag” a 
false or misleading statement con- 
cerning the animal from which the 
peltry was obtained, was made with 
respect to “Persian lamb,” which, it 
was explained, has for centuries 
been known as the fur of the Kara- 
kul breed of “fat-tailed sheep with 
hair in regular curls lying close to 
the pelt.” 


Elliott Roosevelt 
Heads Hearst Radio 


Elliott Roosevelt was appointed 
president and general manager of 
Hearst Radio last week, following 
resignation of Emile Gough. 

Young Roosevelt, who has been in 
charge of Hearst southwestern radio 
holdings, will move his headquarters 
from Fort Worth to New York. J. 
V. Connolly becomes board chairman, 
and Murray Grabhorn, of KWKA, 
Shreveport, becomes assistant to Mr. 
Roosevelt. 


“Why Tell It to Judge on 
New Year’s Day?” Asks L 


Tying up with front page stories 
relating that 40,000 persons were 
killed by automobiles in 1937, Chi- 
cago Rapid Transit Company last 
week used large space in local news- 
papers to urge New Year celebrants 
to use the L. “Why spend New 
Year’s day in a jail or traffic court?” 
asked the advertisement. 


1938 


RESOLVED —by alert sales 
and advertising executives 
everywhere—that in 1938 
there will be no overlooking 
of the sustained, year-in-and- 
year-out purchasing power 
of the big, fertile Middle and 
South Georgia sales territory 
—no failure to exploit it 
through adequate advertis- 
ing in its uniquely dominant 
and effective media, the 


MACON 


GEORGIA 
TELEGRAPH 
and NEWS 


Representatives: 
THE BRANHAM COMPANY 
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“ shelves, tell their selling stories in obedience to his tastes. 
wn 
3e " ‘ 
> And every realistic manufacturer who shoots at vol- 
A 
. ume plans his product with John Dough’s image etched 
on his mind. 
4 
li- 
T- 
. Who is John Dough? He’s the readership of The 
1e : . “awe . 
h American Weekly, millions strong. His preference for 
it . 
2s i . . . . ° 
- 5 S : ; this kingpin magazine makes it the most powerful 
n TEP up and meet the richest man in the world. SP pe 
10 publication in the world. Its circulation each week 
He spends more than 8 d//lion dollars a year—in retail tops the peak number of radio sets ever recorded as 
o buying: alone. listening to a standard commercial program on the air. 
>d 
ae He swings the balance of power in this country today. 
Ms - 6 3 3 ‘ "Y y John Dough reads The American Weekly because 
in ects presidents—and products. : ae ee i ake 
. P P editorially it is tuned to his liking. And he buys from 
J. e ° e e ‘ ° . 
m, So wise merchants dress their windows, stock their _its pages. Smart advertisers are learning that, fast. 
ir. 
: ° w 
:| Ctrculation no 
=| Circulano 
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” “ i 
Here’s where the 7,000,000 copies circulate 
— Coverage you buy with no other magazine 
TH iy M RQ] CAN There are 995 cities in the United States of 10,000 population and over. 
Though they represent only 1% of the cities in the country, 49% of all U.S. 
families are concentrated there. And they account for 70% of all retail 
sales. In 699 of these 995 cities The American Weekly goes into the homes of: 
WIDE-AWAKE 
SALES MANAGERS Greatest 20 to 30% of all the families in 164 cities 
have Ceanneen THAT haga tis teh ofa arene torte 
“GOODS MOVE OUT in the World Over 50% of all the families in 247 cities 
WHEN THE WEEKLY Ne ee . , 
_ MOVES IN!” ‘ In these 699 cities you find 10,662,804 families — and 45.71% of these 
“The National Magazine with Local Influence” ge bi jensen ayaa ay tear me —_ 
Main Office: 959 Eighth Avenue, New York City paateg. saat families—readers of The 
American — spend approximately 
Branch Offices: Patmouive Buipc.. Cuicaco.. . 5 Wintnror Souare, Boston ... Arcane Bupc., St Louis... Epison Bupc., Los ANGELES $8,750,000,000 a year in retail purchases. 


Hearst Bipc., San Francisco . . . Generat Motors Buipc., Detron ... Hanna Buipoc. Creveranp . .. 10) Marietta Sr. ATLANTA 
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275,000 Take 
Part in G-E’s 


Home Contest 


New York, Dec. 29.—More than 
275,000 persons wrote letters on the 
“electrical way of living’ in the Gen- 
eral Electric Company “All-America 
Home” contest, it was revealed to- 
day, as winners of the grand prizes, 


consisting of two fully electrified | 
homes worth $12,000 each and a simi- | 
lar home worth $8,000, were selected, | 
including a Georgia farm mother, a 
professor of mineralogy in Ohio, and 
a Nebraska personnel worker. The 
winners’ names were broadcast on 
the G-E “Hour of Charm” over the 
NBC Red network. 

Recapitulating, the company said 
pieces of literature explaining the 
contest were distributed by utility 
companies to more than 14,000,000 
families and that the company 
awarded $20,000 in electrical appli- 
ances over a 10-week period to the 
100 individuals who best answered 
’ the question. 

The competition was designed to 
bring out personal reactions to the 
electrical way of living and to high- 
light the steadily increasing influence 
of electricity on modern family life. 


Goldsmith Retires 
As Company Head 


Edgar J. Goldsmith has retired as 
president of P. Goldsmith Sons Com- 
pany, Cincinnati, manufacturer of 
sporting goods. 

His brother, Hugo Goldsmith, has 
been named president with these new 
officers: Emil B. Goldsmith, first 
vice-president and treasurer; William 
C. Cowen, second’ vice-president; 
Philip H. Goldsmith, secretary, and 
Anthony G. Koegel, assistant secre- 
tary. Mr. Edgar Goldsmith will con- 
tinue as chairman of the board of 
directors. 


Aetna Names Hoyt 
Aetna Fire Insurance Co., Hart- 
ford, Conn., has appointed Charles 
W. Hoyt Company, New York, as ad- 
vertising counsel! for the parent or- 
ganization and subsidiaries. 


To Fight Recession 
A. E. Barit, president of Hudson 
Motor Car Company, has invited edi- 
tors and publishers to a meeting in 
Detroit, Jan. 4, to advance a plan of 
“wide significance” to reverse the 
downward trend of business. 


Gallup Vice-President 


yeorge H. Gallup, director of re- 
search of Young & Rubicam, Inc., 


New York, has been named a vice- 
president and became a stockholder 
Jan. 1. 


DEFINE MARKETS 
BY ADVERTISING 
~ ARMS, AMA TOLD 


Atlantic Dec. 29.—The 


City, 

| 

| growth of selective selling as a road 
to profits has brought about the 
realization that local advertising 


media, and not geographic and politi- 
cal boundaries, are the keys to accu- 
rate determination of “practical mar- 
keting areas,” the American Market- 
ing Association was told here today 
during a broad investigation of mar- 
ket measurements. 

Nelson Seubert, Media Records, 
Inc., who emphasized the advertising 
approach as the solution to a vexing 
problem, was joined in the discus- 
sion by Virgil D. Reed, Bureau of the 
Census; L. D. H. Weld, director of 
research, McCann-Erickson, Inc., 
New York; Arthur W. Ramsdell, 
New York marketing consultant; 
John Karol, research director, Col- 
umbia Broadcasting System; Theo- 
dore H. Brown, Harvard University; 
and J. Parker Busk, University of 
Pennsylvania. 


IN ADVERTISING LINAGE 


Again in 1937 Progressive Farmer 


attained new heights in 


linage—the largest volume it has 
ever carried as a monthly. 


And Progressive Farmer leads all 
farm monthlies in advertising linage 
gained during the 5-year period, 
1933-1937, a gain totaling 134,000 


lines, cr 142%. 


BIRMINGHAM RALEIGH 


250 Park Avenue 
NEW YORK 


"IN| THE RURAL 


MEMPHIS 
Daily News Bldg. 


commercial ; 


211,461 


190,284 


1933 


1937 
b i934 


1936 4 


DALLAS 


CHICAGO 


SOUTH, IT'S 


Pro ore 


Southern Ruralist 


227,900 


AVERAGE 


5 EDITIONS 


ssive farmer 


PROGRESSIVE FARMER" 


“Political divisions of territory 
have, as a rule, proved entirely un- 
satisfactory in distribution work,” 
Mr. Seubert said. “As units they 
have failed to make even reasonably 
true statements of sales and adver- 
tising operation. In this day of good 
roads, automobiles, busses and rapid 
transportation at low cost, the city 
line has ceased to exist. City avork- 
ers live in the surrounding country. 
Each day their working, buying and 
social habits have become inter- 
mixed. And they travel across city 
boundaries to earn, spend and enjoy 
to such an extent as to make record- 
ing impossible.” 


Flexibility Is Goal 


Counties likewise afford little op- 
portunity for consideration as a 
practical marketing area, Mr. Seu- 
bert pointed out, and the state is too 
large as a unit, usually comprising 
several markets that deserve indi- 
vidual study and control. Any politi- 
cal sub-division, of itself, seldom 
represents a sound unit for sales 
planning, accounting and control, he 
added. 

Terming “flexibility” the true ob- 
jective of the modern marketer, Mr. 
Seubert asserted that only a careful 
evaluation and understanding of the 
marketing “tools” that synchronize 
with market efforts can lead to a 
scientific breakdown of the units 
sought. He distinguished between 
dealer and consumer marketing 
areas and arrived at the conclusion 
that in establishing the latter, “the 
most practical unit is defined by the 
geographic flexibility or lack of flexi- 
bility of the means of market stimu- 
lation.” The tools of consumer mar- 
keting which should determine the 
extent of areas are chiefly, he said, 
newspapers, spot radio, outdoor and 
car card advertising. 

Mr. Seubert concluded by defining 
a market area as “the area of oppor- 
tunity for sales” which, he pointed 
out, is “as large as the area of adver- 
tising and selling efforts.” 

Dr. Reed told his audience that 
census figures furnish basic statisti- 
cal blocks with which to build, but 
“the marketing architect must fit 
these blocks into a structure that 
best suits his own requirements.” 
He discussed the scope of govern- 
mental data useful to marketers and 
indicated that legislation will be in- 
troduced in Congress next month to 
further expand this work. Popula- 
tion, employment, and agriculture 
censuses will be sought every five 
years and censuses of business and 
manufacturing at the same _ fre- 
quency, but in different years. 


Radio Survey Progressing 


Rural markets remain a relatively 
unexplored territory insofar as radio 
reasearch is concerned, Mr. Karol de- 
clared. The Joint Committee on 
Radio Research, under the auspices 
of the ANA, Four A’s and NAB, he 
said, is now studying radio owner- 
ship and listening habits in these 
areas in order to bring up-to-date 
information on this segment of the 
population. By filling this void, Mr. 
Karol indicated, radio will have com- 
plete data on the entire nation-wide 
unseen audience. 

Radio audience “estimates” are 
now a thing of the past, he said, 
in describing the activities already 
conducted and currently being car- 
ried on with a view to ascertaining 
all possible information about the 
audiences reached by commercial 
programs. 


Darr Promoted by 
Reynolds Tobacco 


Formerly assistant sales manager, 
Edward A. Darr has been appointed 
sales manager of R. J. Reynolds To- 
bacco Company, Winston-Salem, N. 
C., succeeding the late Carl W. 
Harris. 

John C. Whitaker has been named 
vice-president, and W. T. Smither, 
in charge of advertising, has been 
named manager of the advertising 
department, a newly created post. 


Federal Advances 3 


John F. Beck, media director and 
Jules B. Singer, account executive, 
have been named vice-presidents of 
Federal Advertising Agency, New 
York. James F. O’Brien, now a vice- 
president, is new Senior. vice-presi- 
dent. 


FOUR A'S HEAD 
APPREHENSIVE 
“IN IOWA TALK 


Sees U. $. Copy Regulation 
on Horizon 


Des Moines, Ia., Dec. 29.—‘‘Unless 
there is speedy improvement in the 
tone of advertising, the field is going 
to see passage of food and drug 
amendments and a law clamping 
regulation on copy such as it has 
never dreamed of. We can’t stop it 
and many wise men don’t want to 
stop it.” 

In this pessimistic vein, John Ben- 
son, president, American Association 
of Advertising Agencies, addressed 
the Des Moines Advertising Club to- 
day, quoting numerous statistics to 
prove that all of the conversation 
about truthful copy had failed to pro- 
duce the desired results. 

Mr. Benson criticised advertising 
appealing to greed, envy, fear and 
sex and made a plea for decency and 
wholesomeness, so that members of 
the craft can hold their heads up in 
any company. 


New Standards Help 


Privately, Mr. Benson expressed 
the belief that adoption of a code by 
the Four A’s has helped the situation 
considerably. As important as the 
code itself, he believes, is the pre- 
lude, which has received little or no 
publicity. It is written in a lofty 
but simple spirit which has im- 
pressed Four A’s members through 
its appeal to common sense. 

It says: 

“We hold that advertising agencies 
have an obligation not only to their 
clients but to the media they employ, 
to the public and to each other. 

“This obligation arises from mu- 
tuality of interest. The principles 
which govern the discharge of this 
obligation are various in application; 
some are rooted in a standard of 
honor which we all acknowledge and 
others are based on the requirements 
of good business. 

“Advertising is a business and 
must therefore operate within the 
framework of competition. It is not 
the intention to limit the vigor of 
competition. Rather, we hold that 
it is necessary for the health of ad- 
vertising. 

“Certain competitive practices are 
condemned in this code. They are 
condemned not because they are com- 
petitive but because if universally 
used they would tend to destroy the 
business of advertising.” 


Club Sponsors Course 


Buffalo League of Advertising 
Women will conduct a course, “New 
Techniques in Advertising,” begin- 
ning Jan. 18 and continuing for eight 
consecutive Tuesdays from 7 to 8 
p. m. in the Hotel Statler. 


Stokely Names Morgan 


Raymond R. Morgan Company, 
Hollywood agency, has opened an of- 
fice in the Security Trust bldg., In- 
dianapolis, Ind., to handle the radio 
account of Stokeley Bros. & Co., 
Indianapolis. 
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? EE cCcOR KET @ With a sales increase of 52 percent, first 11 months of 1937 over the 


| RESSIBLE M same period of 1936, another important food manufacturer proves 

¥ consisten! ow that aggressive merchandising plus aggressive advertising will 

5 moreno disins aes es ot 1937 produce startling results in Oklahoma—“The' Impressible Market.” 

: 7 ae eS de Nash Coffee’s sales record proves also that the coffee buyers of 

| . the same riod ; appette? Oklahoma are open-minded—can be sold on the merits of coffee 
| * a nt in pone _, other than their long-used favorites. 

) : oxl eo ve octoPe Putting its product into the stores was Nash’s well-done job; clearing 

yorie 3 - the shelves in short order was the Oklahoman and Times’ well-done 

- ews ae job. These two factors, selling and advertising, worked hand in hand 

aih Cot ~ : oxichom™ to raise Nash's seventeenth place sales standing of 1934 to third place 

) ig : in 1937, according to a coffee survey completed December 15 by the 


Oklahoman and Times Research Department. 


OKLAHOMA PUBLISHING CO. 


THE FARMER-STOCKMAN RADIO WKY 
MISTLETOE EXPRESS 
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Close Record 
on Rate Case 
in Farm Field 


Huntington, Ind., Dec. 27.—The 
long-drawn suit of Indiana Farmer’s 
Guide against Midwest Farm Paper 
Unit, Inc., and its members, involv- 
ing legality of group advertising 
rates, came to a formal close here 
this week when a Federal District 
Court dismissed the case _ after 
awarding a $30,000 judgment and 
$7,500 attorneys’ fees to the Guide. 

This ending was forecast last May 
when the Supreme Court of the 
United States refused a writ of cer- 
tiorari, making the mandate of the 
United States Circuit Court of Ap- 
peals effective. This tribunal had 
ruled in March that the evidence did 
not sustain a verdict upon the issue 
of unlawful restraint, but was suf- 
ficient to require submission to the 
jury and to support the verdict which 
followed. 

“From the facts produced the jury 
might rightfully infer the existence 
and fix the amount of damages,” 
said the decision. 

The Court of Appeals, whose deci- 
sion was reported in ADVERTISING 


Ace of March 29, summarized the 
issues in these words: 

“Appellants brought about a sit- 
uation by agreement among them- 
selves whereby in association they 
could reduce the cost of securing 
sustenance in the way of advertis- 
ing in competition to a certain de- 
gree with national farm papers. 
What they sought in that respect 
was conducive to reduction of cost 
and to efficiency of operation of their 
businesses. 

“Unfortunately, appellee was not 
in position to meet that competition; 
but that fact is one of the fortunes 
of development of industrial prac- 
tices and its existence should not 
stamp with the stigma of illegality 
the act of appellants.” 


Brown-Forman Post 
to Martin Kidder 


Martin H. Kidder has been ap- 
pointed advertising manager of 
Brown-Forman Distillery Company, 
Louisville. W. A. Johns, who has 
been directing the company’s adver- 
tising temporarily, will continue in 
the department. 

Mr. Kidder was recently in the ad- 
vertising service field in Chicago and 
previously advertising manager of 
the American Foundry Equipment 
Company, Mishawaka, Ind., and in 
the advertising department of Link- 
Belt Company, Chicago. 


HARASSMENT OF 
ADVERTISERS IN 
STRIKE 1S ENDED 


Brooklyn Eagle Signs Com- 
promise with Guild 


Brooklyn, Dec. 28.—The 15-week- 
old strike of the American News- 
paper Guild against the Brooklyn 
Daily Eagle, during which local and 
national advertisers were harassed 
to an unprecedented extent, formally 


ended yesterday when 150 employes 


returned to their posts. The strike 
was settled Thursday through the 


good offices of Arthur S. Meyer, of 


the State Mediation Board. 

Though the Eagle strike was the 
battlefield on which the American 
Newspaper Guild elected to test its 


strength, and on which members of 
the American Newspaper Publishers 


Association were supposed to extend 
at least moral support to the Eagle, 


the results were probably disappoint- 


JAMSKY LBAILEY 
- SURVEY 


WTIC’s Fertile Market as shown 
by the Jansky and Bailey Survey 


were 


- ‘ 
+O ewe wee 


of this rich Southern New England market 


Tapping this Southern NewEngland market 
has put a worthwhile plus on many a sales 
record. And Station WTIC is practically a 
must if you want to make the most of it for 
your product. Asa market, WTIC’s primary 
and secondary coverage areas include some 
4,000,000 people living in Connecticut, 
Western Massachusetts, Eastern New York, 
Vermont and New Hampshire. Government 


rich market 


figures show their income to be 15° above 


the national average as far as spendable 
dollars are concerned. And they account 
for 23% more retail sales and 50°% more food 
sales per capita than the country at large. 


WTric 


Ross Federal’s thorough check of their 
listening habits shows that WTIC fits this 


like a glove—with 60.72% of 


these families listening to WTIC at a given 
time compared to 24.37% for the next most 
popular station. This 149% greater cover- 
age can assure you a full measure of profits 
when you dip into this market with 
Station WTIC. 


Write today for your new 32 page 
brochure giving full details on the 
Ross Federal Survey and facts about 
the WTIC billion dollar market. 


50,000 WATTS 
HARTFORD, CONN. 


The Travelers Broadcasting Service Corporation » Member NBC Red Network and Yankee Network 


Paul W. Morency, General Manager 


James F. Clancy, Business Manager 


National Representatives: Weed & Company 


Chicago 


Detroit 


New York 


San Francisco 


TASTE LURE 


"Bell Balls," flavored rubber product of 


W. J. Voit Rubber Corporation, Los 
Angeles, are getting point of sale em- 
phasis in this new combination carton 
and counter display, stressing the taste 
appeal to puppies. Hollywood Paper 
Box Corporation produced the carton, 
designed by Lee Ringer Advertising, 
Inc., Los Angeles. 


ing to both sides. While the Eagle 
will operate without a closed shop, 
its freedom is limited by the terms 
of the final agreement. On the other 
hand, the Guild failed to win the 
closed shop, but it did gain conces- 
sions for members, while the 40 


‘|leaders in the strike went on a “pref- 


erential” list, with 20 weeks’ sever- 
ance pay. 


Rule on Picketing 


The strike also left the status of 
secondary picketing in doubt. The 
Brooklyn Supreme Court refused an 
injunction sought by the newspaper 
to prevent strikers from picketing 
business places of its advertisers. 
The State Supreme Court later de- 
fined the method to be used in sec- 


f ondary picketing, ruling that it is 


illegal to ask patrons not to patron- 
ize a merchant whose only offense 
consists of advertising in a news- 
paper which has incurred the dis- 
pleasure of the strikers. 

The Eagle, however, found it im- 
possible to secure enforcement of 
this decision, since it would have re- 
quired a corps of soldiers to cover 
the entire front involved, and strik- 
ers continued to picket retail adver- 
tisers until the issues were finally 
settled. The Guild claims to have 
made history by these methods, 
which, it asserts, reduced retail line- 


‘lage of the Eagle appreciably. 


While the Guild was unable to 
picket the establishments of national 
advertisers, it did indulge in a let- 
ter-writing campaign which in at 
least one instance had an unexpected 
result. Automobile companies which 
were having their own troubles with 
the CIO received letters asking them 
to refrain from advertising in the 
Eagle. It is reported that several 
responded by increasing their line- 
age. 

On the other hand, several na- 
tional advertisers thought it the part 
of discretion to drop the Eagle from 
the list until the battle was settled. 
Others allowed their schedules to 
run without change, perhaps that 
they might continue getting the per- 
fumed letters from Park Avenue ad- 
dresses which urged them to cease 
lending the sinews of war to the 
Eagle through advertising patron- 
age. The Guild evidently realized 
clearly the necessity of impressing 
national advertisers with their buy- 
ing ability and large numbers of 
sympathizers with impressive ad- 
dresses. 


Guild Uses Strategy 


The Guild is proud of another new 
technique developed during’ the 
strike. It consisted of picketing 
within stores by means of cloth signs 
sewn upon the backs of garments 
which were concealed by outer coats 
until the bearers had gained access 
to. the establishments. The Guild 
also alleges that Great Atlantic & 
Pacific Tea Company yielded to its 
threats to picket every A & P store 
in the country unless it withdrew ad- 
vertising from the Eagle. 

On the other hand, one of the 
heaviest advertisers in the Eagle, 
the department store of Abraham & 


Straus, ignored the Guild pleas for 
“co-operation.” 

One of the provisions of the new 
contract between the newspaper and 
the Eagle permits the newspaper to 
discharge 40 specified strikers, who, 
however, are to be placed on a prefer- 
ential list, from which the ZHagle is 
to draw in case of need. Each will 
receive 20 weeks’ severance pay, 
based on pre-strike salaries, two 
weeks’ pay being given immediately 
and the remainder in equal weekly 
amounts. 

The agreement provides for a five- 
day, 40-hour week; and for time off 
for overtime, with vacations of one 
week for employes with six months’ 
service, and two weeks’ for those 
with a year or more of service. The 
agreement also provides that no per- 
son shall be discharged except for 
cause, and economy shall not be con- 
sidered cause for either layoff or dis- 
charge. In case of discharge “for 
cause,” severance pay will be granted 
on a fixed schedule, starting with one 
week’s pay after six months’ service 
and running up to 151%, weeks for 
those with 10 years to their credit. 
A grievance committee is created to 
adjust disputes. 


Whiting Named President 


Frank B. Whiting, vice-president 
of Whiting-Plover Paper Company, 
Stevens Point, Wis., for 26 years, 
has been named president succeeding 
E. A. Oberweiser, resigned. Joseph 
H. Miller, formerly assistant general 
manager in charge of production, has 
been named vice-president and gen- 
eral manager, and C. W. Spickerman, 
general sales manager. 


Account to Ayer 


Golden State Company, Ltd., San 
Francisco, manufacturer of Kayso 
spray spreader and adhesive, pow- 
dered skim milk, evaporated milk 
and ice cream, has appointed N. W. 
Ayer & Son, Inc., San Francisco, to 
handle advertising of its subsidiary, 
Golden State Sales Corporation. 


Brass Company Appoints 


Northern Indiana Brass Company, 
Elkhart, has appointed MacDonald- 
Cook Company, South Bend, to han- 
dle its advertising. National publica- 
tions will be used on the lawn spray 
equipment and business papers on 


the general line of brass and copper 
fittings. 


Joins Baltimore Agency 


J. J. O’Leary, formerly advertis- 
ing manager of Carl Zeiss, Inc., New 
York, has joined Van Sant, Dugdale 
& Co., Inc., Baltimore agency, as head 
of the production department, suc- 
ceeding H. G. Erck, who has been 
named account executive. 


Gets Maggi Account 


Needham & Grohmann, Inc., New 
York, has been appointed to handle 
the advertising of Maggi Company, 
Inc., New York, manufacturer of 
Maggi’s seasoning, bouillon cubes, 
granulated bouillon and soup tablets. 


Nall to Dunham 


Richard V. Nall has joined the 
production department of John H. 
Dunham Company, Chicago agency, 
coming from _ Reincke-Ellis-Young- 
green & Finn, Chicago. 


IF YOU SELL 
GOOD LIVING 


your problem in New York is 
to reach the people who know how 
to live well. The Sun solves that 
problem. Its audience is made up of 
the young, active families with a 
constant desire for all the good 
things that life has to offer. 


The => Sun 


NEW YORK 
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@....... has Tuts WEEK 

; Magazine’s advertising volume 

| : jumped from 99 pages in 1935, 

: to 194 in 1936, to 293 in 1937? 
4 


-— Why has its number of accounts 


i 

. Oo 

r 7 risen 73% in that period ? 

| 

. Why has its average space-per- 
5 advertiser increased 100% in that 
le 

e period? 


Why have all of the “Big 3” auto 


makers, 3 of the “Big 4” tobacco companies, 


Hi 9 of the “Top 10” magazine advertisers, 
i. already recognized the power of this new 
| _ kind of magazine? 

be CUUSE 

c . e@ @ 


~ | THIS WEEK sels BOTH sides of the counter 
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Associations Search for Facts 


Leaders Tell '37 Advances, 
Plans for '38 


New York, Dec. 31.—The ascend- 
ancy of self-regulatory efforts in ad- 
vertising, improved co-operation be- 
tween organized groups in the field 
and the development of new yard- 
sticks to place the use of advertising 
on a more factual, pre-tested basis 
figured prominently in reports of as- 
sociation leaders to ADVERTISING AGE 
today in outlining activity of the 
past year and the prospects for 1938. 

Significant is the emphasis placed 
first upon the value of these activi- 
ties to advertising in general and, 
second, to the organized group which 
sponsored the particular effort. Like- 
wise indicative of increased benefits 
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to advertising were reports on the, 
progress of many projects initiated | 
and worked out through joint efforts 
of allied groups. 

New yardsticks which render ad- 
vertising more effective as a sales 
builder were termed important de- 
velopments of the year by Harold B. 
Thomas, chairman of the board of 
the Association of National Adver- 
tisers and vice-president, the Centaur 
Company. 

“One of the year’s best examples,” 
he commented, “is the window dis- 
play research report. We have 
watched the birth of the Audit Bu- 
reau of Circulations and the Con- 
trolled Circulation Audit, the Co- 
operative Analysis of Broadcasting 
and the Traffic Audit Bureau. The 
year 1937 has witnessed, in the issu- 
ance of the window display report, 
the extension of this ‘yardstick’ 
method to another important me- 
dium.” 

Mr. Thomas paid tribute to the 
spirit of co-operation which made 
this report possible. ‘The sellers in 
that field,” he remarked, “were quick 
to realize that any sound research 
which would establish facts in place 
of guesswork would certainly react 
to the benefit of that medium. That 
type of sound thinking has been 
badly needed in the advertising in- 
dustry.” 


Loose Buying Eliminated 


He pointed out that depression 
years had emphasized to advertisers 
the value of eliminating all loose 
buying practices and had brought on 
the realization that “advertising has 
grown up and the sooner we regard 
it as a business proposition, the bet- 
ter off we shall all be.” 

Mr. Thomas also stressed the sev- 
eral legislative developments affect- 
ing advertising which had come to 
pass in 1937, and the attempts in 
many states to enact direct or in- 
direct taxes upon advertising. 

Legislative sessions during 1938 
may bring further attempts at pas- 
sage of laws making mandatory the 
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That’s why we sincerely say: step ahead in 1938! 


TARRANT 
BROADCASTING CO. 


Studios and Offices in the 
Hotel Texas 


FORT WORTH, TEXAS 


RAYMOND BUCK 


SAM H BENNETT 
President General 


Manager 


planned to do more than an 

entertainment job (although 
KTAT does that remarkably well). Every program 
is arranged and timed to get more business for the 
advertiser by building and holding audiences to which 


Affiliated with the Mutual Broadcasting 
System, K’TA'T’s the showmanship station of the 
vast Fort Worth market, and gives complete cover- 
age of the richest area in ‘Texas: a population of more 
than 1,061,751, over 184,230 
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registration of all trade-marks, he 
indicated. “Such bills,” he asserted, 
“for which the sole valid excuse is 
the raising of revenue and which 
would, if passed, work irreparable 
harm not only upon the owners of 
trade-marks but on the consumer as 
well, should be defeated. 

“Another evidence,” he continued, 
“of what can be achieved through 
co-operation, and through co-opera- 
tion alone, is the study upon the 
economics of advertising now being 
carried on at Harvard University 
through the Advertising Research 
Foundation through a gift from Mrs. 
A. W. Erickson.” 

George M. Slocum, president of 
the Advertising Federation of Amer- 
ica, cited AFA activity on attempted 
legislation against advertising and 
the increase in its efforts toward 
combating “anti” propaganda as 
major fronts upon which the AFA 
had been working during the past 
year. 


Cites Legislative Activity 


“In the field of legislation,” he 
pointed out, “the AFA has done much 
that has not been publicized.” This 
applied particularly to projected 
legislation in 36 states, he explained. 
In 20 of these states, he continued, 
the AFA actively intervened against 
proposals unfavorable to advertising. 
Legislation in the other states also 
required AFA analysis, he added. 

The Federation’s work on the edu- 
cational problem of advertising will 
be continued upon an_ intensified 
scale in 1938, Mr. Slocum declared. 

“Self-regulation of advertising,” 
he pointed out, “is on the ascen- 
dancy. Laws are necessary and 
helpful in controlling the out and 
out fraud and criminal, but there re- 
mains a vast range of unethical and 
undesirable practice that must be 
handled from within. Definite move- 
ments are on foot toward this end 
and positive results may be expected 
before long.” 

Henry Eckhardt, chairman of the 
board, American Association of Ad- 
vertising Agencies, and president of 
Kenyon & Eckhardt, Inc., also cited 
the Advertising Research Founda- 
tion work as a highlight of 1937. 

“The first result of our joint work 
with the ANA in the foundation,” 
he commented, “appeared this fall in 
the window display report, bringing 
facts in a field practically unexplored 
heretofore. 

“We have real evidence that the 
advertising industry is more and 
more realizing its responsibility for 
leadership and its obligation to se- 
cure a fair deal for consumers. 

“Although no reports have yet 
been issued by the Joint Committee 
of Fifteen on Radio Research, it has 
covered much ground during the 
past year and is closer to determin- 
ing sound methods for measuring 
radio coverage and listener habits, 
its main objectives.” 


Central Policy “Possible” 


Mr. Eckhardt predicted a further 
correlation of the activities of the 
Four A’s and other organized groups 
in advertising and the possibility of 
a central guiding policy “to harmon- 
ize most effectively these many indi- 
vidual efforts.” 

Edwin S. Friendly, chairman of 
the Bureau of Advertising of the 
American Newspaper Publishers As- 
sociation, and business manager of 
the New York Sun, pointed to de- 
velopments in this important phase 
of ANPA activity. Mr. Friendly in- 
dicated the drive now under way to 
increase the membership of the Bu- 
reau and to build up its research and 
promotional activities would be a 
major factor toward increasing ad- 
vertising expenditures in all news- 
papers. 

“For the first time in the history 
of the newspaper industry,” he said, 
“all elements’ interested in the 
further development of advertising 
are now enlisted in a constructive 
move to build the national volume to 
new high records. 

“I think that advertisers and ad- 
vertising - agencies should welcome 
this determination of newspapers to 
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PRICE LAWS ARE 
UNENFORCEABLE, 
MARKETERS TOLD 


(Continued from Page 1) 


on an ever-growing volume,” and 
manufacturers will not be content to 
stand by and watch their production 
schedules slow down due to a volume 
slump that can be attributed to price 
regulation; and second, because no 
law can prevent a retailer who has 
overstocked himself on price-regu- 
lated merchandise from converting 
his frozen assets into cash “in any 
manner he chooses.” 

“You can gamble your last dollar 
that price maintenance laws, federal 
and state,” he remarked, “will soon 
be running with the ball alone, be- 
cause the rest of the team which 
Was supposed to be protecting the 
ball carrier and who yelled for help 
from the Supreme Court, will be run- 
ning in another direction—that goal 
will be labeled volume and not retail 
price regulation. 

“The majority of manufacturers 
who produce goods in large volume 
are not at all interested in this entire 
subject. They are only too happy 
to sell in large volume. Most large 
manufacturers, because of experi- 
ence, also know that it is a thankless 
task to worry too much about the 
average small man’s problems, for 
the small dealer has unfortunately 
proven himself to be of vague sta- 
bility, due to the modest capital 
required to start a small store in 
this country. No ability must be 
proven in advance.” 

Hugh E. Agnew, chairman of the 
department of marketing, New York 
University, also took issue with at- 
tempts to “encourage the raising of 
prices to consumers and to protect 
inefficient, wasteful and expensive 
distribution of goods” through retail 
stores. He cited figures which 
placed the total number of retail 
stores in the U. S. at 1,543,158, of 
which, he claimed, 673,846 or more 
than two-fifths, have been existing 
on gross sales of $10,000 a year 
down. Such stores, he asserted, can- 
not continue in business on this 
basis. 


Retailers Are Inefficient 


“It is the purpose of the fair trade 
laws to saddle the expense of main- 
taining all these stores on the gen- 
eral consumers,” he continued. 
“They propose to provide a sufficient 
margin so that the least efficient of 
them can still exist. At the same 
time, the really efficient ones are 
deprived of the advantage of their 
superior abilities, in that they are 
prohibited from selling goods at 
lower prices, Which they would like 
to do. 

“Generally, the retail store 
slothful, inefficient and expensive 
way of doing business. I lay this 
charge even against the big depart- 
ment stores. In some of them there 
are more people doing other work 
than selling than there are sales 
people. Practically all of them have 
to retain 40 cents out of every dollar 
paid by their customers to meet run- 
ning expenses and provide a small 
profit. In some cases this provides 
no profit. They are less efficient, 
less businesslike than the well-con- 
ducted independent store, with one 
exception. They do advertise effi- 
ciently, and it is because of their 
efficient advertising that they are 
able to meet the competition of wide- 
awake, able independent merchants. 
The very volume of business that 
they conduct helps to make their 
advertising efficient.” 

Prof. Agnew charged the Federal 
Trade Commission with being ‘one 
of the worst offenders in this con- 
spiracy to keep consumers’ prices 
up.” He cited the ruling against 
Goodyear Tire & Rubber Company 
in which that firm was “ordered to 
discontinue selling tires to Sears, 
Roebuck at about 6 per cent net 
profit.” The FTC assumed this atti- 
tude, Prof. Agnew asserted, despite 
the fact that all parties of the con- 


is a 


tract were satisfied with the status 
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Goodyear Promotes 
New Rubber Seats 


Akron, O., Dec. 30.—Good- 
year Tire & Rubber Company 
today announced a new type of 
rubber upholstering material 
for bus and truck and Pullman 
car seats, under the trade 
name of “Airfoam” and plans 
for an extensive advertising 
campaign. A revolutionary 
method is employed in manu- 
facturing the new product, offi- 
cials state. Liquid rubber latex 
is whipped and beaten into a 
froth containing millions of 
interconnected air cells, then 
cured in molds designed to fit 
the needs of truck and bus 
seat manufacturers. 

Promotion will stress riding 
comfort, greater safety due to 
decreased bodily fatigue and 
greater economy due to virtual 
elimination of repair and re- 
placement charges. 


quo; independent Goodyear dealers 
were profiting and receiving a 
greater and greater share of the 
total available volume; and tire buy- 
ers were enjoying better and better 
values. The only way to judge “fair 
trade practices,” he declared, is in 
“the result that those practices have 
on the ultimate consumers.” 


Gives FTC Views 


The attitude of the Federal Trade 
Commission toward price mainte- 
nance legislation was set down by 
Commissioner Robert E. Freer, who 
warned that “thoughtless or reckless 
jacking up of prices would engender 
popular demand for intervention by 
the government to protect the con- 
sumer.” 

“Let me remind you of two 
things,” he said. “First, that the 
Tydings-Miller act does not wholly 
repeal either the Sherman or Federal 
Trade Commission acts, and that 
those who would use the provisions 
of the Tydings-Miller act to accom- 
plish monopolistic restraints of trade 
must still run the risk of anti-trust 
proceedings; and second, that al- 
though the Tydings-Miller act and 
resale price legislation of most of 
the states represent an experiment 
based on a partial reversal of our 
former law and public policy, their 
final test must be their practicality 
gnd the fairness of their economic 
results in actual operation, as deter- 
mined in the court of _ public 
opinion.” 

Mr. Freer dwelt, with obvious sig- 
nificance, on the “conspicuous hesi- 
tancy” of many manufacturers to 
avail themselves of the opportunities 
afforded by state and national price 
maintenance laws. This hesitancy is 
all the more noteworthy, he pointed 
out, in view of the speed with which 
states passed their laws and despite 
pressure by distributors’ trade asso- 
ciations to get contracts issued. “It 
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Make YOUR PROSPECT’S DESK 
YOUR SHOWROOM! 


OU can make your prospect's desk a permanent display of 
your heating, cooling and air conditioning equipment with full 


catalog representation in the AIR CONDITIONING BLUE BOOK. 
The AIR CONDITIONING BLUE BOOK does a full time, 


year ‘round selling job for it contains the complete product and 
technical information to which your buyers and specifiers must 
refer ... many times a day. It's always handy when it will benefit 
you most . . . when the order or specification is being written. 


This complete information includes— 


That's why the AIR CONDITIONING BLUE BOOK is found 
on the desks of contractors, dealers, wholesalers, large industrial 
users, architects, engineers, electric utilities and the other factors 
of influence to the sales of your product. With them it has 
become a MUST source of product and technical information. 


With you it should be a MUST medium for placing your 
catalog information before these men. It will make the desk 
of each of these factors your showroom. Through the AIR 


CONDITIONING BLUE BOOK they will buy and specify your 
equipment. 


A Catalog Section in which leading manufacturers present their 
product information. 


A Classified Directory of practically every item used in the heat- 
ing, cooling and air conditioning field, and under each heading is 
given the names of the manufacturers who make the item. 


A Technical Reference Section of standard rules, tables, charts 
and diagrams of everyday importance to the buyers, specifiers, 
designers and installers of air conditioning equipment. 


A Trade Name Section which directs the user to the manufac- 
turers’ names and addresses when only trade names are known. 


A Name and Address Section listing the name and complete ad- 
dress of all known manufacturers in the field. 


Write today for complete details of the 
AIR CONDITIONING BLUE BOOK plan for 
obtaining your full share of 1938's heating, 
cooling and air conditioning business. 


AIR CONDITIONING 
BLUE BOOK 


Published by the Publishers of . . . AUTOMATIC HEAT and AIR CONDITIONING 
. . DOMESTIC ENGINEERING . . . PLUMBING and HEATING NEWS... 
THE PLUMBING and HEATING CATALOG-DIRECTORY .. . INSTITUTIONS 


1900 PRAIRIE AVENUE CHICAGO, ILLINOIS 
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GOVERNOR CONE 
IN HOST’S ROLE 
FOR ADVERTISER 


Proclamation Makes CCA Plant 
Dedication Bid 


Chicago, Dec. 30.—Opening of a 
new plant in Fernandina, Fla., by 
Container Corporation of America 


appeared today as an event not only 
unusual in these days of so-called 
recession, but of sufficient signifi- 
cance to warrant an official proclama- 
tion by Gov. Fred P. Cone and pro- 
vide CCA with a promotion scoop. 
Several hundred of the nation’s 
leading executives received from 
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F. W. Meyer, manager of Station KLZ, Denver, sporting an anticipatory grass 
skirt, and his wife, get a warm send-off from the station staff as the Meyers 
prepare to hop off for a vacation in Hawaii. 


Governor Cone an invitation to the 
event in Fernandina Jan. 14, accom- 
panied by a proclamation, declaring 
that date Florida Industries Day. 
While proclamations on civic occa- 
sions are not infrequent, this is be- 
lieved by CCA to represent a “com- 
mercial” first. 

E. A. Throckmorton, CCA sales 
promotion manager, and executives 
of N. W. Ayer & Son, Inc., the com- 
pany’s agency, explained that the 
official proclamation, bearing the 
state seal and designation of the date 
as Florida Industries Day, emerged 
as a result of several conferences be- 
tween the governor and company 
officials. Governor Cone is known 
as a staunch supporter of advertising 
and in July was named head of the 
Florida Advertising Committee, a 
group in charge of raising state pro- 
motional funds. 

Thus, it was related, the proclama- 
tion and the civic celebration ap- 
peared suitable as a fitting tribute 


last Oct. 31, it was announced to- 
day by E. H. Sohner, superinten- 
dent of the Farmall works, and 
E. W. Stahl, superintendent of 
the East Moline works. This rep- 
resents the largest industrial pay- 
roll in the tri-cities, they pointed 
out. 


Of the tri-city payroll of $I], 
834,500 a total of $8,662,695 was 
distributed to employees of the 
Farmall works, Rock Island, while 
$3,171,000 was paid out in pay- 
rolls to employees at East Moline. 


THIRD 
LARGEST 


National Representatives: The Allen-Klapp-Frazier Co. 
New York, Chicago, Detroit, St. 


International Harvester Employment 
For Rock Island and East Moline 
Works Stands At All-Time Peak 


Employment at the Farmall works of the International 
Harvester Company, Rock Island, and at the East Moline 
works of the company remains today almost exactly at the 
peak of 8,572 employees given in the official statement issued 
by the company and reproduced below. 

A grand total of $11,834,500 was paid out to all em- 
ployees of the Harvester in its manufacturing works at Rock 
Island and East Moline, in the concern’s fiscal year ending 
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DISPATCH - ARGUS 
COVERAGE 


Louis. 


both to the research work done by 
Dr. Herty in making slash pine 
available to the pulp industry and 
to the company’s enterprise in estab- 
lishing the new plant. 

The invitation was issued through 
Col. Fred B. Bradshaw, chairman of 
the governor’s executive committee. 
In addition to the proclamation, it 
lists the guests of honor and the 
three-part program for the day. 

This program includes a breakfast 
at Jacksonville, the dedication cere- 
monies at Fernandina and, in the 
evening, a state dinner at Jackson- 
ville with Governor Cone as host. 
Major speakers at the dedication 
ceremonies include Walter P. 
Paepcke, president of CCA; James 
G. Stahlman, president, American 
Newspaper Publishers Association 
and publisher of the Nashville Ban- 
ner; Governor Cone, Secretary of 
Commerce Daniel C. Roper, and 
United States Senator Claude Pepper. 


O-Pan-Top Stunt 
Paints Pigeons 
As New Medium 


Newark, N. J., Dec. 28.—With a 
flutter of wings and swift, soaring 
flight, The O-Pan-Top Carpet Sweep- 
er Company launched publicity on 
its “new models show” in Chicago 
by means of 200 carrier pigeons, 
carefully caged and delivered by 
messenger boys in key cities 
throughout the country. 

The birds, all local residents, had 
been previously shipped by express 
to the various cities and upon the 
given day were delivered in individ- 
ual cages to the presumably startled 
buyers. Accompanying the birds was 
the following message: 


Signed Reply Requested 


“Mr. Smith, I represent the O-Pan- 
Top Carpet Sweeper Company of 
Newark, N. J., and I am here to ex- 
tend a personal invitation to you to 
visit the shows in Chicago where the 
newest models are being displayed. 
We will be at room 653, Housewares 
Show, Stevens Hotel, and room 841, 
Furniture Mart, Chicago. Just indi- 
cate your intention on the enclosed 
parchment and circle it around my 
leg. When you release me, I- will 
carry your message right back to my 
firm in Newark.” 

According to Koretz Advertising 
Agency, Newark, handling the cam- 
paign, every indication is that the 
200 birds, now safely back at New- 
ark, have done much to make buyers 
both pigeon and O-Pan-Top Carpet 
Sweeper conscious. 


Name Carney President 


Royal-Jones Photo-Engraving Cor- 
poration, New York, has named Ed- 
gar J. Carney president. He was 
formerly with photo-engraving plants 
in New York in an executive ca- 
pacity. 


TREASURY WILL 
HOLD 10 BABY 
BOND PROGRAM 


No Media Shift Despite Con- 
gressional Charges 


By Merrill Sickles 


Washington, D. C., Dec. 31.—With 
a “look-at-the-records” statement, 
Treasury officials today told ADVER- 
TISING AGE that the government’s 
first advertising campaign to stimu- 
late sale of its securities would be 
continued through magazines and di- 
rect mail despite pressure from some 
Congressmen for expansion of media. 

The campaign on behalf of baby 
bonds, just passing the half-way 
mark with the budget set to run 
through June 1, will find the gov- 
ernment investing $400,000 in the 
national weekly magazine advertis- 
ing phase of the drive, James Wil- 
liam Bryan, chief of the information 
section of the Treasury’s savings 
bond division, said. While Uncle 
Sam has some admitted advantages, 
the cost of sales, running less than 
one-fifth of 1 per cent to date, how- 
ever, might make the average pri- 
vate business man highly envious. 

Already, purchases have been made 
by 1,250,000 persons and when a 
comparison is made between this 
number and the 3,000,000 paying 
federal income taxes, Treasury offi- 
cials feel that they are getting as 
good a slice of the investment busi- 
ness as possible. Nearly as many 
persons have bought these bonds as 
purchased Liberty bonds during and 
after the World War, they point out, 
and cash sales have exceeded the 
billion-dollar mark. 


Tell Campaign Story 


In view of the congressional agi- 
tation, which found Rep. Fred L. 
Crawford, of Michigan, recently de- 
claring he sees the Treasury adver- 
tising program as a general boycott 
of newspapers, comments of govern- 
ment officials on advertising gener- 
ally and this campaign in particular 
have more than ordinary signifi- 
cance. 

One high Treasury official, dis- 
cussing Representative Crawford’s 
charges, said the Treasury would not 
know where to begin or leave off 
if it undertook to allocate its ad- 
vertising budget among daily news- 
papers. 

“Besides,” said this official flatly, 
“financial advertising in daily news- 
papers never has been so successful.” 

As for the direct mail phase of the 
campaign, this official revealed that 
93,000 selected ietter carriers have 
submitted lists of prospects to the 
Treasury on which the mailings have 
been based. 


100,000 Folders Daily 


Present plans, in addition to con- 
tinuation of advertising in national 
weekly magazines, call for an ex- 
panded direct mail campaign. On 
each business day, 100,000 of the 
Treasury’s 16-page illustrated 
“United States Savings Bonds” fold- 
ers are being mailed. 

While many purchasers’ have 
availed themselves of the full $10,000 
purchase limit, a breakdown of sales 
since the bonds were first offered in 
1935 through October of this year 
shows that the $100 maturity value 
bond is the most popular, accounting 
for 30.34 per cent of the total. The 
$25 bond ranks next with 23.48 per 
cent; $1,000 unit, 18.48 per cent; $50 
unit, 18.39 per cent and $500 unit, 
9.31 per cent. More than 50 per cent 
of the total value of the bonds, how- 
ever, are in the units above $100. 

Another interesting phase of the 
sales is the fact that approximately 
85 per cent of the bonds have been 
purchased by individuals, 9.71 per 
cent by banks, and the remainder 
by corporations, associations, trusts, 
etc. 

Illinois leads the list of states in 
volume of purchases with $132,267,- 
925, and New York is second with 


UNCLE SAM'S COPY _ 


"UNITED STATES 
SAVINGS BONDS 


«A PRACTICAL WAT TO ESTABLISH FINANCIAL INDEPENDENCE 


MECREASING We SAAME EVERY Vlad... aves \) Te FOUR UevestmENT 1m TON ions 


This new window display to promote 
government savings bonds sales is being 
placed in post offices throughout the 
country. Ketterlinus Lithograph Mfg. 


Company, Philadelphia, preduced the 
display. 
$96,221,625. Pennsylvania is third, 


with $76,495,000, closely followed by 
Ohio with $74,274,200. 

In summarizing the spread of baby 
bond sales and the promotion by the 
Treasury Department, Treasury offi- 
cials maintained vigorously in an- 
swer to Congressional attacks that 
there was “no political significance 
in the media choice.” 

In his recent charges before the 
House, Representative Crawford con- 
tended that newspapers were not in- 
cluded in the Treasury advertising 
schedule, because they “did not see 
fit to go along with the President 
and his New Deal experiments in 
last year’s election and New Dealers 
are no longer able to conceal their 
bitterness towards the editorial free- 
dom of the press.” 


ANA Issues Analysis 
of 5 in Magazine Field 


The magazine committee of the As- 
sociation of National Advertisers has 
released a circulation and subscrip- 
tion production analysis of five mag- 
azines: Fortune, Newsweek, Esquire, 
Life and Look. 

Tabulations and range charts, 
based on data from publishers’ ABC 
statements, depict net paid circula- 
tion and the channels supplying it, 
and subscription production divided 
as to channels and inducements 
offered. For the year ending June 
30, 1937, a graph shows the monthly 
fluctuation of circulation for each of 
the publications. In a supplement to 
the study, dates of establishment and 
mergers affecting the magazines have 
been summarized. 


Sells Transcribed Series 


Walter Biddick Company, Los An- 
geles, has sold 100 episodes of the 
transcribed “Sonny and Buddy” 
series to the Seven-Up Bottling Com- 
pany, Charlotte, N. C., for use on 
WSOC; to the Dr. Pepper Bottling 
Company, Roanoke, Va., for WDBJ, 
and to Bell-Brooke Dairies, San Fran- 
cisco, for KYA. 


altimoreans are 
known for their 
loyalties—that goes 
for advertising 
media, too! 


Sn Baltimore, tts 


ON THE NBC RED NETWORK 
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Arizona Al, super-salesman, finds 
things plenty busy along wholesale 
row, down by the railroad tracks in = 
Pidinn, laos. For didn v 's = 
. to the various retail outlets in the 1 v4 —_ 

‘gold nugget of western markets are . 
already set for another banner 
: year. And this means real business, 
for Phothix Wholesale Sales now: 
rank 77th among those of the 200 
leading cities of the United States. 
A fact that definitely shows i 
va importance of this market, ” 


*&* The Phoenix Republic and Gazette blankets the state of Arizona as 
thoroughly as Phoenix wholesale distributors cover retail outlets. 


** KTAR, Arizona’s pioneer radio station, has played its part in creating 
dealer and customer demand for products distributed by Phoenix wholesalers. 


PEOPLE plus MONEY equal SALES for Advertisers in the Phoenix Market! 


BOB HALL 
_ National Advertising. 
“Manager . 


| ; Sa 7 : DICK LEWIS, General Manager _ 
Representatives— =F a “i z : in, “elle 
AWRENCE: : - Representatives— 


ENCE & oe E. KATZ SPECIAL 
CRESMER | ~ ADVERTISING 
Sen ei 4 tHe 


CO. AGENCY 
: w York, Chicago, Det 


~! roit, 
- Atlanta, Philadelphia, 
—_ . ae | : om ; Kansas City, Dallas 
) | ef ALTER BIDDICK CO. 
_ San Francisco Se oaiealeg © ctuameam ay oe Pf. ee ee ee ae ata Los Angeles, San Francisco, — 


? . 
January 3, 1938 ADVERTISING AGE 
“Heme ola glaiiie “tess 
ee t:, SMe : —— a -. \ | y, A 4 
one Tiina YA nA Of a¥ Pa as 
| : = ~ >ANTTAR ; yi a =— oe a ee ; ™ ag TAC rary,” ae i ss 
i a =. TARY Py -i > - i FE STE " eee 
i = i f f MEG Pt | & se XY &. Hi (gg ; " | we 
a tr eB f 7 Ss | 64 i fF g \N a, ik Beare ae il ‘ | | | ’ ” - 
[ 5 : 3 Ei “2 a 4 ? P+ 4 , EQUA ar —_—i H Ff 
ay a 
a 4 
rd 
oe re brates 
one i re 
pe — ar ees 
vie a 
t ‘Suz Be & ) Be ee 5 § Sea ee SS rg es : “wT er . Pal ——<—<—<—<—— ea 
ay i 3 oe H ee: Hh aS SSS SS : . Bd eee 
| A) | Spe et OD ag a, ae AD KJ ¥ <4 r\ aN Win} ine 
: Z| - er Hil-s De i an eo = Ee Wy, , ee ] (vee Ss vs ee ee 
47 |) | Mp eed Re ee win, 9 MVS 2 a al os ae 
: | TX wv i™ Fa 923 Rae ee Be 2's te te Ee : = 3° < Ya Kg . o> gg ery 
| 6 i ee es ee — | I\ A f. ro oe re, 
| CAN \ | “elo /Peme | iF ~AX> is ee oe 
? ead i i ~~ i. * a>... 3 a . : “ah ta ; Ve es gl 3 ate 
 5< wii <i iS - 2: 323 eee er _ si 
Nj, = a = —- ik v a R aR She iw rae : an p " 
ind ° \ a NEES: ed, << < sticeyet n emt F 
4 > SSE é: eS i +2 v Spastea tee, Soria pre Te i = 7 
, ae ey Rae, ie & ——_ Pease at ie i eS 
: if 9 re ‘ Seat . fuente walt ae . es ae Rita: 3 
_ wa '  \ gees pt a path Fo eihez = 
: “ae _— r om RAS a, af a." HEE na 
a A? Gy Vir Rae i 
; St 0) . LE : Fishes 52 p Fy i ae 
é Stee ‘e as Spargises , cectire x = 
Ss Pp e's ¥, siitesieese: seals tes Pm — 
, a A = NR) — Aa ae —_ 2% 
oe. 
.&e 
eae - 
o 2 
ee 
ae 
e:, Pr; vie va 
RF, mere 08 a 
e 
lat 
a celal 
i 
oe S... 
Pas aust 
| ai 
eee 
| ~ i . - | ; “i = kaa ~ eee : 2 ees gate aan fe es es Ocoee: eer ee a oa oe PR pnee iae ae 
et ae | ; : 4 7 
‘4 7 a - > a ial - “ae § A by ) : : : | 
| : DH 
.¥ oon’ / / Sess 
seas ae | Y 
Pil 
t gOU oo ee ae oi 6 5 a : RY nay eae ee ee for tot foes Sate pi * i? : 4 Somere tek aE Bee re we te PT ae TN en vin ° : tea ot ae , abe ae i E ee, : j. 5 : J ipo : : e - ee 
he ae amen An tbne Ee aa ue ee GAL AR eae ae Bite oie geen rh ipsa Rs ol SRP gn Ma oA aman tae i Cae a Naa Re ic Jr es De ae a pa oe IT <a he  mae ieee ee Ween ae Bee em MA 7 ae etal, tog: mad er Se mci A ON cae 
eit ate ae pe Ae 2 a eae Lees ee aoe Seer RRO Scr eae GE ap Ses ee Bah sy Pees Hue eee gage ts oe ae 


Oe 


12 


ADVERTISING AGE 


January 3, 1938 


— 


Advertising Age 


THE NATIONAL NEWSPAPER OF ADVERTISING 


Trade Mark Registered U. S. Patent Office 
ISSUED EVERY MONDAY BY ADVERTISING PUBLICATIONS, INC. 


Publication Office, 100 E. Ohio St., Chicago......... 2.0... 2.2 eee Tel. Del. 1337 


New York Office, 330 W. 42nd St........... 


= eases. Tel, BRyant 9-6432 


G. D. CRAIN; Jr., President and Publisher 
KENNETH C. CRAIN, Vice-President. O.L. BRUNS, Vice-President. E. KEBBY, Secretary 


Editorial Department 


HARRY E. SHUBART, Managing Editor; 


IRWIN ROBINSON, Eastern Editor; 


MURRAY E. CRAIN, Western Editor; RICHARD B. ESPEY, EDWARD H. EVERETT, 
FLOYD MILLER and RALPH O. McGRAW, Associate Editors. 


Correspondents in All Principal Cities 


Advertising 


Department 


NEW YORK: Kenneth C. Crain, Eastern Manager; E. E. Thayer, Philip W. Murphy, 
H. B. Odell, Jr. CHICAGO: O. L. Bruns, Western Advertising Manager; John E. 


Walsh, J. C. Gafford. SAN FRANCISCO: 


Simpson-Reilly, Ltd., Russ Bldg., Walter S. 


Reilly, Manager. LOS ANGELES: Simpson-Reilly, Ltd., Garfield Bldg., N. F. Loundagin, 
Manager. ATLANTA: B. Frank Cook, Walton Building. 


S. R. BERNSTEIN, Director of Research and Promotion 


MEMBER 


Audit Bureau of Circulations, Associated 
Association, Advertising 


Business Papers, Inc., National Publishers 
Federation of America 


Vol. 9, No. | 


January 3, 1938 


5 Cents a Copy, $! a Year 


The Outlook for 1938 


Business is entering 1938 under 
somewhat less favorable auspices 
than were in evidence a year ago. At 
that time sales and earnings rec- 
ords justified a feeling of optimism, 
in spite of the known weaknesses in- 
herent in unsound methods of taxa- 
tion and other governmental poli- 
cies. 

Now these policies have resulted 
in a business recession, due to fail- 
ure of business to receive the sup- 
port of capital expansions made dif- 
ficult and in many cases impossible 
by the undistributed profits tax and 
the capital gains tax. Higher prices 
due to rapid increases in wages and 
other costs, including taxation, 
brought about a decline in sales and 
consumption, and thus, with most 
other basic factors favorable to con- 
tinued recovery, the country is con- 
fronted with the necessity for imme- 
diate adjustments if prosperity is to 
be restored. 

Congress is disposed to change the 
tax laws and to provide other relief 
for business. Members of the Senate 
and House of Representatives, reflect- 
ing the sentiment of their respective 
constituencies, realize that the coun- 
try wants recovery and is _ not 
anxious to pursue a policy of ag- 
gressive reform which has as its pro- 
gram and objective the constant 
harassing of business and industry 


through burdensome and inequitable 
taxation and rigid controls. 
President Roosevelt has made some 
tentative gestures in the same direc- 
tion, and though political commen- 
tators believe that he will not aban- 
don his reform program, the temper 
of Congress and the country will 
probably insure the enactment of 
common sense and obvious measures 
which will bring relief so urgently 
needed in the field of taxation. 
Granted these changes, it is cer- 
tain that a restoration of confidence 
in the future will insure a resump- 
tion of business activity which in 
turn will increase employment and 
purchasing power and raise the level 
of consumption. Hence the regular 
session of Congress will be of tre- 
mendous importance in shaping the 
conditions under which business will 
operate in 1938 and future years. 
Advertising and marketing execu- 
tives, in planning their 1938 pro- 
grams, are not discounting the favor- 
able factors in the outlook. The 
disposition is to continue aggressive 
sales and promotional efforts so as 
to get the greatest possible returns 
and to take advantage of the im- 
provement which returning confid- 
ence will assure. Certainly this is 
the time for intelligent and courage- 
ous appraisal of the opportunities 
for building profitable sales in 1938. 


Do You Know Your Psychology? 


Those who feel that the need of 
self-regulation of advertising em- 
braces the problem not only of elimi- 
nating misleading and fraudulent 
advertising, but also copy which is 
not in good taste, in the broadest 
meaning of the term, have had an 
excellent demonstration of the cor- 
rectness of their viewpoint in the 
recent difficulties of broadcast ad- 
vertising growing out of Mae West’s 
appearance on the Chase & Sanborn 
program. 

This material was not offensive to 
any great percentage of listeners; on 
the other hand, most people regarded 
it as a humorous and ably handled 
burlesque in which Miss West’s tra- 
ditional characterizations were effec- 
tively capitalized. Those who ob- 
jected were undoubtedly in the mi- 
nority but were extremely vocal. 

The decision of the National 
Broadcasting Company to bar Mae4 
West in person or even by name 
from any of its programs in the fu- 


ture is probably unfair to Miss West, 


but justified by the circumstances. 
However, it can hardly be doubted 
that the primary error lay in assum- 
ing that even an innocent presenta- 
tion of Mae West in one of her typi- 
cal roles would not provoke unfavor- 
able comment, especially in connec- 
tion with a script discussing such a 
subject as Adam and Eve in the Gar- 
den of Eden. 

This is a subject which has been 
played upon by humorists, drama- 
tists and other students of human 
nature for centuries, and yet, so sen- 
sitive is broadcasting, by virtue of 
its political and public relations as- 
pects, that what actually happened 
following the broadcast might eas- 
ily have been anticipated when the 
script was submitted. 

Here is a lesson not only for broad- 
cast advertisers and _ broadcasting 
companies, but for all advertisers 
who find that their opinions as to 
public psychology are unhappily al- 
most invariably the result of second 
guessing. 


SPONSORS CAN HAVE OTHER TROUBLES 


—=Sevibuer’s 


“Crucial Moments in Radio History: Charlie McCarthy refuses to permit any 
further remarks about W. C. Field's nose to pass his lips." 


Ad-libbing 


Cheap Aluminum 

One of the more interesting cur- 
rent institutional campaigns is that 
of Aluminum Company of America, 
which is striving mightily to prove 
that it is not a monopoly, that if it 
is the only producer of virgin alum- 
inum it’s through no fault of its 
own, and that anyhow it has done a 
remarkable job in bringing the price 
of aluminum down to a point where 
it has come out of the precious metal 
class and can now be used with al- 
most the same freedom as the baser 
metals. 

We like the simple, easy-to-under- 
stand stories it is telling now, stress- 
ing the fact that through engineer- 
ing science and skill and through ef- 
ficient and economical operation, it 
has brought the price of aluminum 
down from $8 to 20 cents a pound, 
and that it has been able to do so 
only because it has been able to in- 
vest large sums in the _ essential 
plants and equipment. 

The campaign exemplifies the 
newer,’ more intelligent type of in- 
stitutional advertising, which bases 
its appeal, not on the size or age of 
a business, but upon the much more 
pertinent subject of that business’ 
reason for existence—the job it has 
done and is doing, and the part it is 
playing in making life more livable 
for society in general. 


Recommends Caution 

Don L. Berry, editor of the weekly 
Record, Indianola, Ia., thinks cig- 
aret advertising is pretty terrible, 
and told his readers so in a long 
editorial in his Dec. 10 issue, in 
which he accused cigaret manufac- 
turers of being “the biggest and most 
sucessful liars that business has ever 
known.” : 

But if Mr. Berry thinks that cig- 
aret advertising is terrible, he thinks 
that consumer organizations are just 
as bad. “The question,” he says, “is 
whether they are moved by anxiety 
to be of service to the consumer or 
are merely commercial demagogues, 
making something for themselves by 
magnifying the sins of a few and 
suppressing the virtues of the major- 
ity ... Their statements must be 
taken largely on faith. 

“If we must buy on faith, is there 
any more reason to trust the integ- 
rity of a professional critic 
than there is to trust the printed 
statements of manufacturers who 


have large investments and the repu- 


tation of established products at 
stake?” 

Mr. Berry recommends a “weigh- 
ing of advertisements with common 
sense.” And, says he, “alfvays bear 
in mind that the many things in 
common use which have raised the 
standard of American living have 
been given to us by industry, none 
of them by consumers’ organiza- 
tions.” 

Publicity Statistics 

Perhaps the greatest thorn in the 
side of editors in connection with 
publicity is not so much the pub- 
licity itself, as the reports of its re- 
sults which get into circulation, and 
which make the editor feel that he 
has been taken for a ride. 

We're referring to such statistics 
as those recently released for pub- 
lication—imagine that—by the Na- 
tional Restaurant Association, di- 
vulging that “1,525 individual stories, 
articles and editorials appeared in the 
daily papers of the country during 
the year and these totalled 9,254 
column inches. This is an increase 
of more than 20 per cent over 1936, 
also a record-breaking year, and more 
than 200 per cent better than the 
totals of 1934 and 1935.” 

Publicity must be measured in 
some terms, and the people who pay 
for it insist on knowing what they’re 
getting, but it does seem to us that 
statistical analyses like the above 
partake a little too much of rubbing 
salt into the wounds. 


Jottings 

The story in this week’s issue 
anent the Treasury Department’s 
campaign on savings bonds quotes 
an unidentified Treasury official as 
saying, “Financial advertising in 
daily newspapers never has been so 
successful.” Which proves again 
that you can always get the final 
answer from a bureaucrat, even if 
it’s wrong. Listerine cough 
drops are now being promoted with 
small space newspaper teaser ads, 
one of which, signed “Emergency 
Officer,” is headed, “Beware!” . ‘ 
R. E. Morrison, advertising manager, 
Missoulian Publishing Company, Mis- 
soula, Mont., calls our attention to 
an error in a recent item about the 
Montana Gasoline Co-op. We quoted 
the passenger car registration in the 
state as 21,000, which was the new 
car registration last year. Total reg- 
istration, Mr. Morrison says, has now 
passed 133,000... 


Information 
| for 
Advertisers 


The following documents may be 
secured without charge from com- 
panies sponsoring them, or through 
ADVERTISING AGE, by any national ad- 
vertiser or advertising agency execu- 
tive writing on his business letter. 
head. 


No. 1278. The Big Chief Is on the 
Warpath 
This smali booklet, issued by Los 
Angeles Daily News and Evening 
News, recounts the difficulties of the 
Big (business) Chief, and shows 
how he may wield his tomahawk to 
his advantage. Market data on the 
Los Angeles five-county market is 
given, with a breakdown of the dis- 
tribution and trend of Los Angeles 
newspapers. 


No. 1279. KDKA and Seventeen 
Years of Broadcasting. 

The story of broadcasting’s begin- 
ning, which is the story of KDKA’s 
establishment, is told in this 
brochure issued by Westinghouse 
Electric & Manufacturing Company, 
National Broadcasting Company and 
Station KDKA in commemoration of 
radio’s seventeenth anniversary. A 
photographic tour of the station, 
and a description of its facilities and 
accomplishments is included. 


No. 1272. The Golf Market. 


A breakdown of the 5,196 golf 
courses of the country is contained 
in this brochure issued by Golfing 
and Golfdom, with details of prod- 
ucts bought by clubs for members’ 
needs, and a picture of the club mem- 
ber, his occupation and buying abil- 
ity. Coverage of the market and the 
service for advertisers offered by 
these publications are discussed in 
detail. 


No. 1253. 1937 Liberty, Macfadden 
Women’s Group, True Story Cir- 
culation. 

Macfadden Publications, Inc., has 
issued this detailed circulation 
analysis of Liberty, Macfadden Wo- 
men’s Group and True Story. It in- 
cludes circulation by states and geo- 
graphical divisions; in the 377 cities 
of more than 25,000 population; and 
in all places of more than 1,000 popu- 
lation, arranged by states and coun- 
ties. In all cases the figure is given 
for the combined total circulation, as 
well as for each unit. 


No. 1265. In How Many of These 
Mills is Your Equipment Being 
Used? 

Over 75 per cent of all new con- 
struction in the textile industry is lo- 
cated in the South, and Southern 
mills consume more than 70 per cent 
of the total textile fiber used by mills 
of the country, according to this 
folder issued by Cotton. The folder 
lists new textile mills or additions 
since January, 1937, and describes 
Cotton’s coverage of the textile in- 
dustry. 


No. 1228. Survey of Users of Sim- 
plicity Magazine. 

This report, issued by Simplicity 
Pattern Company, covers a recently 
completed Starch survey of users of 
Simplicity Magazine, based on 1,002 
interviews. Interesting details are 
revealed in the microscopic inspec- 
tion of these families’ employment, 
buying power and habits, brand pref: 
erences, car and appliance ownership 
and so on. 


No. 1250. 1938 Market Data and Cir- 
culation, Metropolitan Sunday 
Newspapers, Inc. 

As in previous years, this annual 
study issued by Metropolitan Sunday 
Newspapers, Inc., offers more than 4 
statement of circulation. With mar- 
kets the basis of consideration, it 
establishes the relative sales impor 
tance of different sections of the na 
tional market, applies circulation to 
these markets, and points out differ- 
ences in distribution of circulation, 
intensity of coverage and limitations 
of circulation. 
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FOR THE FARMER ...... bumper crops that raised farm income a billion dollars 


over 1936—to a grand total of nine billion dollars. 


FOR RURAL RETAILERS. . the biggest business since 1929. 


FOR MANUFACTURERS. . a multitude of eager rural customers who did more to 


= boost factory production than any other single group 


= in America. 


an FOR FARM JOURNAL... spectacular increases in circulation and advertising. In 


as pages, linage or dollars...Farm Journal gained more 


hese than the other four leading farm magazines combined! 


= Nello, / O35/ Keep your eye on rural America. Farmers 


ome will again earn a larger share of the national income. More than 
ever should manufacturers plan their sales and advertising cam- 
jot paigns with an eye to the rich farm market. 
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FARM JOURNAL 
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Voice of the Advertiser 


Wertz Likens Window 
Study to ABC and TAB 


To the Editor: There has already 
been much “digesting” and I feel 
that a new era in the use of window 
display as an advertising medium is 
definitely indicated as a result of 
the survey made by the Advertising 
Research Foundation of the Associa- 
tion of National Advertisers and the 
American Association of Advertising 
Agencies. 

In the past there has been no way 
that window display could be used as 
an integral part of an advertising 
campaign because there was no way 
of making window display do a defi- 
nite job. There was no circulation 
evaluation and no way to insure 
market coverage. 

It is true that during the last 10 
or 15 years there has been a definite 
increase in the use of professional 
installation, thus enabling an adver- 
tiser to secure a definite number of 
displays in a given city. While pro- 
fessional installation represented a 
definite step forward, there was still 
no authoritative circulation value 
and practically no information as to 
the coverage of the individual mar- 
ket. 

It is true that some attempts have 
been made by private interests to 
evaluate window advertising from a 
sales and circulation viewpoint. How- 
ever, in spite of this, the situation in 
the past has been the same as it was 
in the magazine field before the 
establishment of the Audit Bureau of 
Circulations and in the outdoor field 
before the advent of the Traffic Audit 
Bureau. 

For these reasons advertisers, 
agencies, installers, producers and 
suppliers of window display material 
contributed more than $44,000 to a 
research to find an answer to the 
question of coverage and circulation 
values. We now have for the first 
time an authoritative analysis of the 
value of window display, accepted 
and vouched for by the ANA and the 
Four A’s. 

When it is considered that the 
findings of this survey are authorita- 
tive and entitled to credit alongside 
of the findings of the Audit Bureau 
of Circulations and the Traffic Audit 
Bureau, the importance of these 
statements is obvious. 

The implications and applications 
of the survey will go far beyond win- 
dow display. It is very apparent 
that sales problems and sales terri- 
tories are directly involved. Of 
course this is natural, because no 
other advertising medium is_ so 
closely and directly associated with 
sales. 

The full value of the research de- 
pends entirely upon its close study 
and application to each individual 
business. Many manufacturers will 
profit greatly by the wealth of in- 
formation in this report, while 
others, who do not take the time to 
digest it carefully, will fail to cash 
in on its values. 

I think that this is the most im- 
portant event in the window display 
field in the last 50 years. 

FREDERICK L. WERTZz, 

President, Window Advertising, 

Inc., New York. 

* * s 


Says Artistry, Not 
History, Guides Time 

To the Editor: Someone has been 
kidding you. According to Copy Cub 
in the issue of Dec. 13, watch manu- 
facturers explain that they show the 
hands pointing to 8:17, the “dread 
moment when Abraham Lincoln was 
murdered.” 

Since the play did not begin until 
after 8:30—and the shooting took 
place during the third act—the 
watchmaker’s watch must have been 
a little slow! As a matter of fact, 
the shooting took place at 10:10 
p. m. The President died the next 
morning at 7:22, so evidently that is 
not the hour, either. 

No, my friend, watchmakers and 
signpainters simply continue to paint 
the hands in approximately that 
position since the death of President 
Lincoln the same as they had done 


This department is a reader’s forum. Letters are welcome. 


before that time—because it puts the 
hands at an artistic angle and leaves 
the best part of the space for the 
name of the watchmaker or adver- 
tising copy. 
Leo S. RoSENCRANS, 
Wilding Picture Productions, Inc., 
Detroit, Mich. 


7, Vv 


“All-American” Fever 


Hits Brewery Copy 

To the Editor: With the sports 
pages carrying their “All-American” 
football teams recently, we believed 
it might grab an additional eye or 


TEAM PLAY 


WHAT! OWZY NINE 
tne ALL-AMERICAN ?” 


ee 


trom beer o baked beans 


two if we handled a newspaper ad- 
vertisement of our client, The Leisy 
Brewing Company, Cleveland, in the 
grid manner. 

This advertisement also might be 
classed as a “promotion on a pro- 
motion” since the information on 
which it is based was secured from 
Liberty’s recent brochure, “Quality 
Preferred.” Perhaps noteworthy, too, 
is the fact that the advertiser actu- 
ally lists the brand names of com- 
petitive brews. 

M. M. Scort, 

Account Executive, Fuller & Smith 

& Ross, Inc., Cleveland. 

vvwy 


Sounds Redundant But 


“Help” Gets Support 
To the Editor: Speaking of a 
timely break, how about this? The 
Jan. 1 issue of Collier’s with the dis- 
tressed maiden writing “help” on the 
back of her elderly dancing partner 
hit the stands the same day we 
broke with spot announcements on 
three Chicago radio stations and 
copy in two afternoon newspapers 
for Help Cleaner. 
S. I. NEIMAN, 
Ernest Frank & Neiman, Advertis- 
ing, Chicago. 
Vv v v 


Margarine Men Reply 


to Dairy Group Blast 

To the Editor: No food product 
industry is more conscious of the 
fact that its advertising must be 
truthful than is the margarine in- 
dustry. No food product industry is 
more conscious of the fact that mis- 
branding, false or misleading repre- 
sentation, false inference and false 
innuendo, false claims or sailing 
under false colors, in any respect, is 
destructive of its afms and purposes, 
of which a high degree of consumer 
confidence is not the least. 

And to the end that the margarine 
industry may be publicly on record 
and that it may co-operate for the 
attainment of the highest degree of 
fair trade practice observance, it has 
adopted trade practice conference 
rules, now pending formal action of 
promulgation by the Federal Trade 
Commission. 

It, therefore, justly resents the 
grossly unfair and unfounded attack 
launched against it in the news re- 
lease of the National Dairy Union 
Dec. 10, challenging our product and 
promotion. 

While it is 


itself a display of 


“innuendo and false inference not 
supported by proof,” directed against 
the margarine industry, we feel it is 
no less a reprehensible challenge of 
the advertising fraternity, whose 
practical devotion to “truth in adver- 
tising’” the margarine industry is 
endeavoring to emulate in all its ex- 
pressions. 

CHARLES H. JANSEN, 
Secretary-Manager, National Asso- 
ciation of Margarine Manufactur- 
ers, Columbus, O. 
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Movie Star Double Has 


No Designs On Films 

To the Editor: Ordinary folks who 
look like famous people often times 
are newsworthy but just to re 
lieve advertisers who are beset by 
“doubles with promotional designs” 
we have discovered one who has 
none. 

He’s a newspaper carrier salesman 
who looks so much like Joe E. 
Brown, of the films, that folks who 
meet him call him “Joe” before they 
learn that his name is James E. 


Kingdon. Joe works for the Register 
and Tribune and his home is in Cam- 
bridge, Ia. 

He received state-wide attention 
recently when he appeared as guest 
of honor on the Iowa network broad- 
cast of a variety show presented by 
and for our newspapers’ carrier 
salesmen. Joe doesn’t mind having 
people laugh at him but he really 
doesn’t care to emulate the film star, 
and says so emphatically. 

FRANK JAFFE, 

Promotion Department, Register 

and Tribune, Des Moines. 
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AA Report of Display 


Study Draws Posies 

To the Editor: May we congrat- 
ulate you on the really splendid job 
which was done by your publication 
in reporting, reviewing and _ inter- 
preting the National Window Dis- 
play Survey report which was re- 
cently released. 

Once again ADVERTISING AGE has 
reason to be proud of itself for fur- 
nishing its readers with an _ intel- 
ligent and discerning story on an 
event which may prove to be merely 
the pebble in the pond, the far 
reaching ripples of which cannot yet 
be seen. 

J. C. MENKIN, 

Educational Department, Lithog- 

raphers National Association, New 

York. 
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MacLean’s Has Dual 
“Golden” Celebration 


To the Editor: An event of much 
more than usual significancé in 
Canadian publishing took place re- 
cently in celebration of the 50th an- 
niversary of The MacLean Publish- 
ing Company, Ltd., and the 75th 
birthday of its founder, Col. John 
Bayne MacLean, and we felt you 
would find this of general interest. 

At the company’s annual Christ- 
mas party, Col. MacLean was pre- 
sented with an illuminated address 
signed by each of the 900 employes 
of the organization and the pre- 
sentation was made on behalf of the 
employes by Lieut. Gov. Albert Mat- 
thews, of the Province of Ontario. 

N. Roy Perry, 

Business Manager, Chatelaine and 


MacLean’s, Toronto. 


CHINESE RETORT 
EXCLUDED FROM 


tinuity acceptance editor, from New 


however, that the Japanese talk had 
resulted in criticism in the United 


CUMMER PROGRAM 


New York, Dec. 28.—Barring of two 
speakers from the program of Cum- 
mer Products Company, Bedford, O., 
last Sunday, was followed today by 
an edict from National Broadcasting 
Company that commercial sponsors 
must avoid controversial subjects. 
Sustaining time will be accorded 
such topics at the discretion of the 
broadcasting company, the network 
indicated. 

The speakers barred were Dr. T. C. 
Wang, Chinese ambassador to the 
United States, and Gov. George H. 
Earle, of Pennsylvania. NBC, how- 
ever, arranged time on a sustaining 
program for the address of Gov. 
Earle. 

While this case has no relation to 
the Mae West incident, it was re- 
ported here today that NBC has 
transferred Janet MacRorie, con- 


York to Hollywood. 


Debate Cut Short 


Ambassador Saito, of Japan, ap- 
peared on Cummer’s program Dec. 
19, and the appearance of the Chi- 
nese representative was planned by 
Publicity Associates, New York, as 
an appropriate follow-up. NBC said, 


States Senate, as well as in other 
quarters. 

The program of Cummer Products 
Company, manufacturer of Energine, 
a cleaning fluid, among other prod- 
ucts, is entitled “The Radio News- 
reel,” Parks Johnson and Wallace 
Butterworth interviewing persons in 
the week’s headlines. The account is 
handled by Stack-Globe Advertising 
Agency, which employed the pub- 
licity organization to help procure 
favorable recognition for the pro- 
gram. 


CBS 1937 Sales 
Reach New High 
of $28,828,058 


New York, Dec. 30.—Increases in 
total billings in all major advertising 
classifications brought Columbia 
Broadcasting System to the close of 
1937 with a new high in gross 
billings of $28,828,058, a gain of 24.42 
per cent over the previous high in 
1936 of $23,168,148, according to re- 
ports released today. CBS is the 
first network to-release 1937 totals, 
and the December figures are esti- 
mated. 


Classifications in which the larg- | 
est gains were registered included | 
soaps and household supplies, 83.6 | 
per cent; cigarets and tobacco, 64.6) 
per cent, and automotive accounts, | 
54.6 per cent. Billings for 1937 on | 
these three groups were $2,401,237, | 
$5,026,376 and $3,918,775, respectively. 

Other groups in which sharp in- 
creases were registered, although the 
share of the total volume is rela- 
tively small, were financial and in- 
surance, 350.1 per cent, stationery 
and publishers, 108 per cent, and 
travel, 137.9 per cent. 


Daytime Sales Doubled 


Advertising of radios increased 5.6 
per cent; drugs and toilet goods, 3.1 


per cent; foods and food beverages, 
23.5 per cent, and machinery, 38.1 
per cent. 


Daytime gross billings for 1937 
totaled $8,728,312, nearly double the 
amount spent for morning and after- 
noon advertising in 1936. 

Average expenditure per client was 
$323,911, an increase of 25.9 per cent 
over the 1936 average of $257,292. 
Advertisers increased from 87 to 89. 


Rochford Joins Johnson 


Daniel Rochford, formerly with 
Time, has joined R. L. Johnson, Inc., 
New York, management consultant, 


in charge of public relations. 


CRIME FIGHTER 


IT’S STEALING 


WE WILL PROSECUTE SHOPLIFTERS 
TO THE FULL EXTENT OF THE LAW! 


WEW ORLEANS RETAIL STORES 


New Orleans retail stores, taking a cue 
from a similar campaign in Baltimore, 
have opened a co-operative newspaper 
campaign to combat shoplifting, with 
weekly, large-space insertions. 


Logan to Take 
Over Magazine 
from Scribner 


New York, Dec. 30.—After 51 years 
of activity in the magazine field, 
Charles Scribner’s Sons, New York, 
book publishers, will withdraw spon- 
sorship of Scribner’s Magazine and 
sell publishing rights to Harlan 
Logan who will form a new publish- 
ing company of Harlan Logan Asso- 
ciates, Inc., it was announced here 
today. 

While Scribner’s will retain an in- 
terest in the magazine, the formal 
severance was attributed to “the 
tendencies in periodical publishing 
of the development of a specialized 
magazine technique.” 

Mr. Logan became editor-publisher 
of Scribner’s in the fall of 1936 and 
made a number of innovations in- 
cluding a new format, new features, 
and a much publicized hunt for new 
and unpublished authors. It was an- 
nounced that the magazine, as pub- 
lished during the past year, will un- 
dergo little change in the new set-up 
and that no changes of personnel are 
contemplated. 

Harlan Logan Associates will move 
early in January to new quarters in 
the General Electric building with 
plans eventually to publish several 
“class magazines.” 
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Own Your Own Photo Library 
Mats or “Glossy Print” Plan 


No matter what you are selling you can 
do a better job with PHOTOMATS on 
your desk. New, all-photo advertising set 
ice for all lines of business. Used by big- 
gest advertisers. 100 high class photo- 
graphic eye-catchers in clean printing mats, 
$5 per month. Glossy Print Plan optional. 
All sizes and subjects. Eye-stopping stunts. 
New York’s best models. Write for FREE 
Promotion Proofs Noe. 102. 


PHOTOMATS, 10 E. 38 St., N. Y. 
ee 


PHOTOMATS 
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ADVERTISING AGE ; 


COVERAGE OF 
SMALL MARKETS 
BETS ANALYSIS 


Unique Comparison Presented 
to Scholl Salesmen 


Chicago, Dec. 28.—The extent to 
which magazines and metropolitan 
newspapers cover smal] towns, as 
well as primary markets of the 
United States was revealed to sales- 
men of Scholl Manufacturing Com- 
pany at their annual convention here 
last week by J. A. Wagner, advertis- 
ing manager, in response to the con- 
ventional complaint ef dealers in the 
smaller centers that they are not be- 
ing accorded adequate advertising 
support. 

While selecting Buffalo, N. Y., and 
Ottawa, Ill., for the example, Mr. 
Wagner told the salesmen that the 
coverage provided for the latter is 
duplicated for all others in the 
United States of approximately the 
same size, and that thus the figures 
adduced for Ottawa apply generally. 

Buffalo has a population of 623,159, 
or 92,935 families. Ottawa’s popula- 
tion is 15,094 persons, or 3,098 fam- 
ilies. The 1938 advertising schedule 
of Scholl Manufacturing Company 
will direct 3,421,494 impressions 
monthly to Buffalo, or 37 fer each 
family. The same schedule will 
throw 42,921 monthly impressions, 
or 13.5 per family, into Ottawa. 
Thus per capita coverage of the 
smaller market is more than one- 
third that of the larger. 


Breakdown by Media 


Breaking down the comparative 
coverage by media, Mr. Wagner gave 
the following figures: magazines, 
216,084 monthly impressions in Buf- 
falo, 7,029 in Ottawa; rotogravure, 
311,192 monthly impressions in Buf- 
falo, 8,812 in Ottawa; newspapers, 
2,113,332 and 15,540; The American 
Weekly, 629,604 and 9,536; This 
Week, 102,166 and 1,712; New York 
Times, 13,304 and 228; New York 
Mirror, 35,812 and 64. 

Mr. Wagner also helped salesmen 
visualize the power of advertising by 
picturing some of its physical as- 
pects. Even assuming conservatively 
that each Scholl advertisement of 
1938 will measure only four inches 
in depth, he said, these advertise- 
ments, if pasted together, would 
reach the length of 11,972,000,000 


inches, 997,500,000 feet, or 188,952 
miles. This strip would circle the 
globe seven and one-half times, 


since the circumference of the earth 
is 24,902 miles. 

Donahue & Coe, the Scholl agency, 
assisted in the presentation. 


Account to Fairbairn 

John B. Fairbairn Advertising, 
Hartford, Conn., has been appointed 
to handle the advertising of Blake & 
Johnson Company, Waterville, Conn., 
maker of Star Brand copper rivets, 
Stove bolts and screw machine prod- 
ucts. Business papers and _ direct 
Mail will be used. 


“There's Some New Hat Company 
Been se On WHB” 


City’s Dominant Daytime 
4 B :-: .° aihitated with Mutual, has the 


AsBonce, but no national representatives. 
For time clearance, schedules, information, 


. telephone Harrison 1161, collect, or wire collect to — 


Dow DAVIS. President, KANSAS CITY, MISSOUR. 


INTERNATIONAL TALK 


Grover M. Whalen (left), president of 

New York's 1939 World's Fair, is inter- 

viewed by Chester H. Lang, General 

Electric Company advertising director, 

in a broadcast to South America over 
G-E's Station W2XAF. 


Peg 10-Million 
Fund to Boom 
Farm Products 


Washington, D. C., Dec. 30.—Ex- 
penditures of $10,000,000 for the de- 
velopment of new uses of agricul- 
tural products, approved by both the 
House and Senate in the new farm 
bill and likely to be enacted into law 
early in January, presented new mar- 
keting possibilities this week in the 
farm field. 

The purpose of this fund is to de- 
velop new markets, find new pro- 
cessing methods and develop new 
products. Administration officials 
were reluctant to discuss the fund’s 
ramifications, but admitted that this 
fund could be used for promotion 
and advertising purposes. They were 
quick to point out, however, that 
the “ordinary type of advertising, 
whereby the product advertised 
simply displaces another product in 
the consumers’ economy” would not 
be countenanced. 

Last week the Cotton Textile In- 
stitute laid before various govern- 
ment departments a plan to boost the 
consumption of cotton goods through 
direct expenditures of federal funds 
for advertising. While the need of 
expanded markets for textile goods 
was admitted, there was considerable 
reluctance on the part of the officials 
to promise such a campaign. Some 
believed that no existing appropria- 
tions could be used for that purpose, 
so it is likely when the new farm 
bill is approved that the cotton pro- 
ducers will get a better break. 


New Cotton Uses 


There is also a concerted action 
now going on in several government 
departments to find new uses for 
cotton. Small quantities are being 
bought in various forms for experi- 
mental use in various industries, in 
soil conservation work, road build- 
ing, in the tobacco industry, etc. 
Efforts to convince the cotton grower 
that cotton instead of jute should be 
used to cover the bales have been 
unsuccessful, due to the _ greater 
weight of the jute. 

Officials of the Bureau of Air Com- 
merce and the Department of Agri- 
culture also have conferred on ways 
to use cotton products in the con- 
struction of airport run-ways. Ar- 
rangements are being made to fur- 
nish cotton materials free to spon- 
sors of airport projects wherever 
these products are -considered ap- 
plicable. The value of cotton mate- 
rial donated for each individual 
project can not exceed $10,000. 


Fawcett New Member 
of Proprietary Group 


Fawcett Publications, Inc., New 
York, has been named an associate 
member of the Proprietary Associa- 
tion, New York. 

The publisher will actively co-oper- 
ate with the association’s advisory 
committee on advertising in its cam- 
paign to control packaged medicine 
advertising, Elliott Odell, advertis- 
ing director, has announced. 


Gets More Power 


The Federal Communications Com- 
mission authorized a 100 per cent in- 
crease in power for Station WSAT, 
Cincinnati, Dec. 23, and it now oper- 
ates with 5,000 watts. 


INDUSTRY.... 
CIRCULATION 


INTEREST 
OF READERS .. 


MORE FOR YOUR 1938 ADVERTISING DOLLAR 


The December 31, 1936, issue of Engineering News-Record had a net 
paid circulation of 24,441. 

The June 24 issue six months later registered a gain of 1620 sub- 
scriptions, or a net paid circulation of 26,601. 

Each of the last three issues of 1937 (Dec. 16, 23 and 30) passed the 
30,000 net paid mark . . . a 4000 increase in less than six months. 

This is a 23% gain in one year's time and a 15% gain in the last 
half of the year. 


Why are more and more engineers and contractors paying their 
good money (a year’s subscription costs $5.00) to read Engineering News- 
Record, particularly at a time when a lot of business men are sitting on 
their corporate purses? Here is the answer: 

The engineering construction industry is one of the bright spots in 
the industrial picture. Over 30% more capital is on the line for new 
construction than was available a year ago. State highway department 
budgets for construction and maintenance indicate that 1938 will run 
15% ahead of 1937. Waterworks and industrial building construction 
has just hit a new high. Bridge construction entered 1938 at a figure 
$123,000,000 over the 12-year average. Construction of public buildings 
is also ahead of the 12-year average. 

This engineering construction activity is reflected in another way. 
Readers of Engineering News-Record have made nearly 6000 written re- 
quests for literature describing new equipment and materials listed in 
the advertising pages of the November 18 issue. This is the greatest 
recorded interest ever shown in new equipment listed in any issue 
of this magazine. 

Take another look at your 1938 schedule and see if you are helping 
yourself to a sufficient slice of this active market and to the more-for- 
your-advertising-dollar values of this great weekly engineering magazine. 


INEER 


ING COMPANY. ING 


. THE. ENG 


ny McGRAW- HILL PUBLISH 


Engineering News-Record, published by McGraw-Hill at 330 W. 42nd St., New York, 
is a member of the Audit Bureau of Circulations and the Associated Business Papers. 
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Price Maint 


enance Leads Changes of 1937 


Many Significant Shifts 
Made in Year Just 
Concluded 


By Murray E. Crain 


Chicago, Dec. 30.—Remember 1937? 

That was the year in which main- 
tenance of prices, long regarded as 
a panacea for all marketing ills, came 
into being. But the panacea not only 
failed to cure all the old ills, but 
brought a train of new ones in its 
wake—principally competition from 
private brands. That has been the 
painful discovery of many advertis- 
ers. 

1937 was the year, too, when the 
coal industry confessed inability to 
solve its own problems by sponsoring 
a law placing it under regulation of a 
United States commission. The com- 
mission, too, seems to be having 
troubles. 


Twelvemonth of Pictures 


And 1937 was the year when pic- 
tures made their greatest strides. 
Magazines devoted exclusively to pic- 
tures made their appearance, and 
after them came magazines devoted 
to pictures burlesquing the picture 
magazines. Many newspapers decided 
to change their rotogravure sections 
into tabloid format, the better to tell 
stories in pictures. 

Advertisers beat the magazines and 
newspapers to the story-telling tech- 
nique. They used it extensively in 
1936 and again in 1937, with so-called 
comic strips which outlined a prob- 
lem and told of the victory. Mayhap 
more photographs will be used to this 
end in 1948, as such a trend mani- 
fested itself in 1937. 

That was the year, too, of the 
growth of anti-advertising propa- 
ganda, and of the realization of in- 
dustry that large numbers of people 
exist in the United States who don’t 
like big business. But nothing was 
done about it in 1937. In 1938—? 


CONTEST TIDINGS 
SNOWDRIFT Aonomces WINNERS 


$12,5002 Awards for Noming Snowdrift Men 
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in all ts goodness end give you the key 
in line with the trend to publicize fully 
contest results, Wesson Oil & Snowdrift 
Sales Company, New Orleans, used this 
copy in a broad list of newspapers in 
the South and West last week, present- 
ing names and addresses of all 425 
winners in its $12,500 “Snowdrift Men" 
naming contest. 


wise advertising men joined their 
forefathers in the long sleep, a year 
which near its close demonstrated 
that America is not as hard-boiled as 
it thought it was, and that the blood 
of the Puritan fathers flows in the 
veins of innumerable descendants. 

In short, it was a year filled with 
struggle, hope and anxiety—-a year 
of many brave fights and a few great 
victories. Some of the details are 
related elsewhere in this issue. 


Ullman Asks 
More Utility 


Copy Grows Cleaner 


1937 saw the American Association | 


of Advertising Agencies correct the 
copy practices of its members and 


clients with adoption of a code to| 


which two other major organizations 
had already subscribed. The Four 
A’s code started with this Lincoln- 
like prelude: 

“We hold that advertising agencies 
have an obligation not only to their 
clients but to the media they employ, 
to the public, and to each other.” 

1937 was the year in which the 
patchwork of state legislation affect- 
ing marketers grew more confusing. 
It was the year in which efforts to 
amend the food and drug laws proved 
abortive once again. It was a year 
which started with great prosperity 
and ended in recession. 

1937 was the year in which many 


Complete Broadcast- 
ing Facilities Wired 
and Transcribed 


TRANSAMERICAN BROADCASTING 
AND TELEVISION CORP. 


JOHN L. CLARK, PRESIDENT 


NEW YORK HOLLYWOOD 
521 Fifth Ave. 5833 Fernwood 
MUrray Hill Avenue 
6-2370 HOllywood 5315 
CHICAGO 
333 N. Michigan Ave. 
STAte 0366 


for Packages 


| 


| New York, Dec. 31.—Many of the 


|repackaging programs undertaken in 


/ 1937 by national advertisers stressed 
sales appeal to the neglect of utility, 
according to some experts quoted in 
ADVERTISING AGE during the year. 
Among these was Martin Ullman, 
New York designer, who, while not 
under-estimating the importance of 
sales, took the view that all package 
studies should give representation to 
the needs of the consumer. He 
added, however, that many of the 
supposed improvements made from 
the utility angle turned out to be 
impracticable in usage. 


\sponsibilities on the package. If 


these laws, as some believe, encour: | 
age marketing of private brands, the | 
| package will have to join hands with | 


| advertising to protect the interests 
of the advertiser on the shelves of 
the retail store. 


Gets Pacific Mutual 


been named advertising counsel by 
the Pacific Mutual Life Insurance 
Company, Los Angeles. 


Robinson Advanced 


D. E. Robinson, formerly director 
of research and personnel, has been 
appointed general manager of Fed- 
eral Advertising Agency, Inc., 
York. 


Laundry to Best 


New York, has appointed Frank Best 
& Co., Inc., New York, to handle its 
advertising. New York, New Jersey 
and Connecticut newspapers will be 
| used. 


“Stage” Names Townsend 


Stage has announced the appoint- 
|}ment of James A. Townsend, Hobart 
| bldg., San Francisco, as Pacitic Coast 
| representative. 


Another expert made the _ point, 
however, that price maintenance 
laws are going to throw new re. | 


Lord & Thomas, Los Angeles, has | 


New | 


Champion Laundry Company, Inc., | 


RISING COSTS 
REDUCE NUMBER 
OF NEWSPAPERS 


New York, Dec. 31.—Development 
of a plan to sell the medium under 
auspices of the Bureau of Advertis- 
ing, American Newspaper Publishers 
Association, and rapidly rising costs 
were features of 1937 in the news- 
paper field. 

The movement to enlist all news- 
papers under the banner of a single 
joint effort to emphasize the virtues 
of newspaper advertising originated 
several years ago. After some pull- 
ing in opposite directions, leaders 
agreed in 1937 that the ANPA Bu- 
reau of Advertising was the logical 
organization to prosecute the drive. 
Preparations to that end are well un- 
der way. 

Rise of cost was not confined to 


newsprint, labor and other charges 
also tending to skyrocket. Publish- 
ers were also alarmed by the prog- 
ress made by the American Newspa- 
‘per Guild, which sought to enroll 
not only reporters, but higher edi- 
torial executives. The ANPA adopted 
strong resolutions on this subject 
at a meeting in Chicago, denouncing 
Guild demands for a closed shop. 

The higher costs resulted in a large 
number of mergers during the year, 
the trend definitely being toward a 
fewer number of strong dailies. 

Many newspapers added color facil- 
ities during the year, while those 
which formerly offered color made 
great improvements in their equip- 
ment for reproducing color on high- 
speed presses. This technical im- 
provement was also noted in the field 
of rotogravure, which made many ad- 
vances during the year. 

The American Weekly concluded 
arrangements to distribute that Sun- 
day magazine with other than Hearst 
newspapers for the first time. 

Many newspapers, including a num- 
ber of Metropolitan Sunday Group, 
converted rotogravure sections into 


tabloid format, believed to offer spe 
cial opportunities for pictorial nar. 
ratives. 

Country newspapers borrowed the 
central idea outlined by the Bureay 
of Advertising and discussed their 
own special promotion campaign. 

Criticism of existing newspaper 
make-up by George Gallup, of Young 
& Rubicam, during the annual ABC 
week in Chicago, excited interest, 
Dr. Gallup said that present meth- 
ods tend to concentrate attention at 
the top of pages, leaving the lower 
half neglected, to the detriment of 
advertising. 

The local-national rate received lit- 
tle attention from newspaper execu- 
tives in public, but was a live sub 
ject at private gatherings. 


To CBS Network 


Roma Wine Company, Lodi, Cal., 
has extended its radio program, 
“Toast of the Town,” formerly only 
on KSFO, San Francisco, to the Co- 
lumbia California network. The com- 
pany features Cella grape juice on 
this program. James Houlihan, Inc., 
San Francisco, is the agency in 
charge. 
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Radio Ponders 


Divorce from 


Movie Menace 


New York, Dec. 31.—The youthful 
radio industry suffered severely from 
growing pains in 1937 and ended the 
year with fancy costs and a revulsion 


against the Hollywood regime giving | 


it pains in the tummy. 


Nothing can be done about the | 
former, caused by the successful crus- | 


ade of the American Federation of 


Musicians for employment of more | 


members at higher pay. Something 
is likely to be done about the latter, 
chiefly as the result of Mae West’s 
interpretation of Eve on the Chase 
& Sanborn program. 

The risque program was probably 
no worse than many others which 
were aired during 1937 but it came 
at a psychological moment, and is 


likely to result in slowing up the 


growing tendency of radio to look 
to Hollywood for talent, according 
to experts. 


Protests in Vain 


Ford Motor Company started the 
year with a strong protest against 
chain break announcements. As far 


| 
| 
| 


| 


A new recruit in the promotional “Dog 

House," Otto Soglow, cartoonist for the 

Martin's V. V. O. series of McKesson & 

Robbins, displays his membership cer- 

tificate to Mrs. Erma Proetz, vice-pres- 

ident of Gardner Advertising Company, 
St. Louis. 


as the eye can discern, the net re- 

sult, however, was a large volume 

of conversation. 
National Association 


of 


Broad- 


casters engaged in a thorough-going 
reorganization during 1937 and be- 
lieves the industry will have more 
effective representation in 1938. 

Radio regional] networks continued 
to develop during 1937, and most 
of the country’s important stations 
are now allied with one or more net- 
works. 

Radio’s rate structure was also sub- 
jected to attack during the year on 
more than one front. Lack of the 
conventional cash discount is the 
chief agency grievance against radio. 
Standardized frequency discounts and 
a standardized scale of time units 
have been recommended by the Sales 
Managers’ Division of the NAB. 


Enlarge Quarters 
E. T. Howard Company, Inc., New 
York, is enlarging its quarters to 
occupy the entire floor at 40 E. 49th 
street. 


Warehouse to Houck 


Roanoke Public Warehouse, Roa- 
noke, Va., has appointed Houck & 
Co., Roanoke, to direct a business 
| paper campaign. 


| a 
| To Gardner Displays 


Glen Holland, formerly vice-presi- 
|dent of Modern Art Studios, Inc., 
New York, has joined Gardner Dis- 
| plays, Inc., Long Island City, N. Y. 
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OF NORTHERN CALIFORNIA 


ADVERTISING SERVICE, Rodney E. Boone, General Manager 


NEW, IMPROVED 
PRODUCTS MADE 
1937 BIG YEAR 


Greater Service Was Goal of 
Many Advertisers 


New York, Dec. 31.—-Science seemed 
to have considerable difficulty in put- 
ting some of its new discoveries on 
a commercial basis, judging from the 
paucity of truly new products offered 
during 1937. The large majority of 
advertisers contented themselves 
with completing family lines and 
improving old products rather than 
with startling the public with revo- 
lutionary new ones. 


Television is a good example of 
the difficulty of getting new mer- 
chandise to the marketing stage, 


with the probability being that it 
will be several years before the ex- 
isting radio set is made obsolete by 
development of a. sight-sound re- 
ceiver. Air conditioning reached new 
heights of perfection in 1937, several 
low-priced units being introduced. 


New Razors Popular 


Electric razors continued the merry 
tenor of their way, the new industry 
finding time to sell large numbers 
of razors between law suits. While 
leading makes continue to sell 
around $15, many new entrants in 
the field offered models as low as $5. 

Photography continued to fasci- 
nate a large part of the populace, 
attesting to the excellence of the job 
done by Eastman Kodak Company, 
which has sold both still and movie 
cameras to an _ interested people. 
Color photography is the new goal 
of Eastman and others and already 
amateur pictures in color are being 
snapped by many of those who were 
formerly content with monotone. 

Pro-phy-lac-tic Brush Company, 
long noted for its fine brushes, be- 
gan marketing a kindred line, tooth 
powder, in 1937. Canada Dry en- 
larged its market by the simple ex- 
pedient of bringing out a five-cent 
bottle. Zenith Radio Corporation 
and others offered arm chair sets 
to simplify the lives of radio addicts. 
Crosley Radio reported demand for 
a combination refrigerator and radio. 

Ford Motor Company began exe- 
cution of plans to build its own tires 
and the New Haven Railroad in- 
stalled soda fountains in its club 
cars. Charles E. Hires Company 
went direct to the consumer with 
bottled root beer after confining its 
attention to root beer extract for 
many years. Cannon Mills, long 
known as a manufacturer of towels 
and sheeting, invaded the hosiery 
field, and Bristol-Myers Company 
took a hint from its own tooth paste 
advertising and began marketing a 


brush which not only cleans the 
teeth, but massages the gums. 
Substitute for Cotton 
Leading tire manufacturers’ en- 


tered an era in which cellulose rayon 
cords replace cotton. Bicycles con- 
tinued their ride into public favor, 
with the aid of a campaign fostered 
by the Cycle Trades of America. In- 
gersoll-Waterbury Company _intro- 
duced a clock which not enly tells 
time but predicts the weather and 
denotes the temperature. 

White Motor Company announced 
trucks and tractors at new low 
prices, and Outboard Motors Corpo- 
ration spurred interest of sports en- 
thusiasts with a new outboard motor 
which can also be used to water the 
lawn. The First National Bank, Bos- 
ton, began to sell money orders to 
those without checking accounts, and 
Amity Leather Products Company 
developed a new billfold with enough 
space for other documents to make 
life happier for the average man. 
The American Gas Association de- 
cided that better kitchen utensils are 
necessary to sell the gas idea sue- 
cessfully and announced g*new* ‘St 
per” gas range as the first ‘f ‘its 
new family. Fiber glass came: into 


being, with Owens-Illinois  -Gilaps 


True. Norah! But one cent will ran the | 
vacunm cleaner aearty an hour... | 
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¥ CONSOLIDATED EDISON COMPANY OF NEW TORK. INC 
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Consolidated Edison Company of New 
York last week presented this copy in 
newspapers throughout its territory in a 
new educational series highlighting elec- 

tricity economies. 


Company as one of its sponsors, and 
is being used in a host of industrial 
products. 

Sentinel Radio Corporation intro- 
duced a radio which can be converted 
into a two-way telephone and Stew- 
art-Warner Corporation added sev- 
eral new appliances, including a pat- 
ented car heater which utilizes gas- 
oline for fuel. Runless_ stockings 
came into existence—at least such is 
the claim of Harris Silk Hosiery 
Company, Springfield, Mass. 


Two Name Vautrain 


The Philip Hano Company, Hol- 
yoke, Mass., manufacturer of contin- 
uous forms, Hanohandi sales book 
and Hano carbon packet, has named 
Charles E. Vautrain, Associates, Inc., 
Holyoke, to handle its advertising. 
Direct mail will be used. Highland 
Laundry Company, Holyoke, has also 
named the agency for a newspaper 
and direct mail campaign. 


Fertig Gets Account 


National Distillers Products Cor- 
poration, New York, has appointed 
Lawrence Fertig & Co., Inc., New 
York, to handle advertising for 
Scotch whiskies of Train & McIn- 
tyre, Ltd., Glasgow, Scotland. Na- 
tional Distillers has purchased a sub 
stantial interest in the Scotch com- 
pany. 


Rohm & Haas Appoints 


Winternitz & Cairns, New York, 
has been appointed to handle adver- 
tising of Rohm & Haas Company, 
Philadelphia, manufacturer of syn- 
thetic resins for the textile industry. 


Allen Names Presbrey 


Frank Presbrey Company, New 
York, has been appointed to handle 
radio advertising of Mark W. Allen 
Company, Detroit, for 2-Drop hand 
lotion. 


-Profusely 
Illustrated. Your request will 
bring only the book — no sales- 
man. 


; PORCELAIN ENAMEL INSTITUTE 


612 No. Michigan Ave., Chicago 
Send me your free book on Porcelain 
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WASHINGTON IS 
UNION'S CENTER 
OF ADVERTISING 


Price Maintenance, Coal Act 
Confirm Title — 


Chicago, Dec. 31.—If any doubt ex- 
isted that Washington was the adver- 
tising capital of the United States, 
developments of 1937 ended it. Events 
at Washington perforce played a role 
in the strategy of virtually every 
sales and advertising manager in the 
country. 

Passage of the Tydings-Miller bill 
by Congress, following similar action 
by 42 state legislatures, made price 
maintenance a reality after many 
years of dreaming, and created a host 
of new problems for drug manufac- 
turers, who, with distillers, seemed 
to be the only two industries in favor 
of maintenance of minimum prices. 
In the former case, at least, the 
strength of organized retailers seems 
to be as much of a factor as the opin- 
ion of the manufacturer. 

Price maintenance, opposed bitterly 
by many large retailers, such as R. H. 
Macy & Co., New York department 
store, opened the way for populariza- 
tion of private brands. Macy’s began 
a national campaign to procure dis- 
tribution of such brands, coupled 
with methods which proved sensa- 
tionally successful in New York. 


Fear Price Freezing 


Drug manufacturers, who were 
warm allies of price maintenance, 
showed concern over some of the 
policies of the National Associa- 
tion of Retail Druggists, whose rul- 
ing against combinations of products 
of two or more manufacturers will 
result in price freezing, in the opin- 
ion of many. The national wholesale 
druggists’ organization has refused 
to sanction combinations in any form, 


_ while New York State retailers have 


taken the same attitude. 

Almost as significant as price main- 
tenance in the 1937 legislative pic- 
ture was the spectacle of a great 
industry placing itself under govern- 
ment control through the Guffey-Vin- 
son Act. Prices for coal are now 
fixed by a United States commission. 
Thus far, results have been far from 
satisfactory, and the oil and gas in- 
dustries, still independent, are ex- 
pressing satisfaction with results. 

The Federal Trade Commission 
found time, besides scrutinizing ad- 
vertising and taking action in many 
cases where unfair competition was 
alleged, to try many Robinson-Pat- 
man cases. The Commission won 
praise for its reasonable application 
of the Robinson-Patman law, de- 
signed to secure equal opportunity for 
independent retailers in all lines and 
outlaw “inside prices.” 

Several revolutionary drug bills 


\ 


STOCK PHOTOS 


Thousands of ready - to - use 
illustrations, on all subjects, 
are available for your inspec- 
tion. Write, wire or phone 


KAUFMANN & FABRY CO. 
425 S. Wabash Avenue ® Chicago 
Telephone Harrison 3135 


106 West 43rd St.. NEW YORK. 
Phone Bryant 9-6682 


Lincoln. Jim Johnson (right), Calvert 


COMMERCIAL TELEVISION BOWS 


Calvert Distillers Corporation, New York, claims a “first in commercial use of 
television with this message transmission to Jack Dempsey's restaurant from Hotel 


advertising manager, is explaining the 


equipment to E. Paul Hamilton (left), Calvert banquet manager; Gerald Dunne, 
National Retail Liquor Package Stores Association chairman, and Seward Eric, 
Calvert Eastern manager. 


failed at the 1936-37 session of Con- 
gress, but several are pending in the 
present session. More legislation pro- 
tecting independent retailers is also 
predicted. 


Chain Tax Upheld 


The regime of “competition 
through regulation” also saw the Su- 
preme Court of the United States 
place its approval on the Louisiana 
chain store tax based on the number 
of units operated in the entire coun- 
try. Chains were also hit hard by 
the Robinson-Patman Dill. 

While the FTC contributed to 
clean copy by issuing cease and desist 
orders in many cases, the move for 
self-regulation gained impetus, with 
the American Association of Adver- 
tising Agencies adopting the copy 
code substantially the same as that 
previously made their own by the 
Advertising Federation of America 
and the Association of National Ad- 
vertisers. 

Liquor advertisers were severely 
regulated by the Federal Alcohol Ad- 
ministration, which denies to distill- 
ers many promotion methods which 
are common in other fields. 

The government’s anti-trust case 
against important oil refiners was un- 
decided at the end of the year, though 
a few of the defendants were dis- 
missed. 


ALL DIVISIONS 
SUFFER LOSSES 
IN °37 DEATHS 


Chicago, Dec. 31.—All divisions of 
the advertising field were hard hit 
by the grim reaper in 1937 as time 
exacted its inevitable toll. Albert J. 
Kobler, former president of The 
American Weekly, died early in the 
year, while E. H. McReynolds, former 
president of the Advertising Federa- 
tion of America, took his own life 
late in December. In between was 
a long list of deaths of men who had 
made their marks in advertising. 

William S. Power, 72, executive 
assistant to Henry T. Ewald, presi- 
dent of Campbell-Ewald Company, 
Detroit agency, passed away Jan. 8 
of heart disease. Harry A. Biggs, one- 
time director of sales for Studebaker 
Corporation, South Bend, Ind., died 
in Los Angeles Jan. 15 of a heart 
attack. 


Answer Last Summons 


William G. Kreicker, veteran indus- 
trial advertising agent of Chicago, 
succumbed March 5 at the age of 61. 
John Furman Rolfe, publisher of the 
Hartford Times, died March 18, aged 
56. W. Forbes Morgan passed away 
in April shortly after he became pres- 
ident of the Distilled Spirits Insti- 
tute, New York. Frank Blair, vice- 
president of Centaur Company, New 
York, and president of the Proprie- 
tary Association, died May 5 at the 
age of 67. 


Douglas H. Bell, publisher of Popu- 


lar Homecraft, Chicago, was called 
to his reward May 12 after a brief ill- 
ness. He was 56 years old. Merton 
C. Robbins, publisher of Advertising 
é€ Selling and other business papers, 
passed away May 20 in New York. 
Harold V. Strawn, popular official of 
the Audit Bureau of Circulations, 
died in New York June 5 following 
what appeared to be a trivial acci- 
dent. 

Some of the other losses of the ad- 
vertising field during 1937 were as 
follows: 

Morrill Goddard, editor of The 
American Weekly, was the victim of 
a heart attack in Naskeag, Me. He 
was 70 years old. 

Jesse Grant Chapline, founder and 
president of La Salle Extension Uni- 
versity, Chicago, passed away July 7, 
aged 67. He was one of the origina- 


tors of the idea of home study 
courses. 
Robert J. Mooney, 73, veteran 


agency man and writer of the suc- 
cessful sauer kraut juice campaign of 
some years : 70, died in Steubenville. 

George Parker, chairman of Parker 
Pen Company, Janesville, Wis., and 
one of the inventors of the fountain 
pen, died in Chicago July 19. 

A. Edward Wupperman, 65, vice- 
president of Angostura-Wupperman 
Corporation, New York, died in 
Greenwich, Conn. Aug. 1. He success- 
fully marketed a method of treating 


meats with Angostura Bitters, giving 


them a new and delicate flavor. 
Other Marketers Taken 


Clarence W. Porter, 44, vice-presi- 
dent of Stanley Pflaum Associates, 
Chicago agency, died Aug. 15 on a va- 
cation in Wisconsin. 

R. C. Ayres, of Zellerbach Paper 
Company, San Francisco, and Pacific 
Coast advertising leader, died in Oak- 
land Aug. 20. 

Herbert R. Schaeffer, advertising 
director of American Legion Maga- 
zine, was the victim of a plane crash 
Sept. 6. He was 44 years old. 

Almon E. Greenleaf, Boston agency 
man, died Sept. 11, at the age of 63. 

Edward A. Filene, Boston depart- 
ment store magnate and sponsor of 
consumers’ co-operatives, died in 
Paris Sept. 25. He was 77. 

William L. Rickard, successful New 
York industrial agent, died Oct. 5 
following an operation. 

Edward H. Harris, 57, publisher of 
the Palladium and Item, Richmond, 
Ind., and long chairman of the radio 
committee, American Newspaper 
Publishers Association, passed away 
Oct. 24. 

George Horace Lorimer, famed 
editor of The Saturday Evening Post, 
answered the last call Oct. 24. He 
was 69. 

J. O. McKinsey, chairman of Mar- 
shall Field & Co., Chicago, and re- 
nowned business expert, died Nov. 30 
at the age of 47. 


Is National Advertiser 


Marathon Laboratories, Inc., New- 
ark, manufacturer of La-Teen Nail 
Tints, will start its first national 
advertising campaign early this year 
with a schedule in Fawcett and Mod- 
ern Magazines groups. A. W. Lewin 
Company, Ine., Newark, is’ the 


agency. 


Picture Papers 
New Factor in 
Magazine Field 


New York, Dec. 31.—An avalanche 
of picture publications was easily the 
outstanding feature of 1937 in the 
magazine field. The success of Life 
and Look inspired many other pub- 
lishers to cast their bait into the 
new pool of public interest. At the 
end of the year, no less than a score 
of picture magazines vied for patron- 
age, with a couple of new ones be 
ing planned to burlesque their proto- 
types. 

Delineator was one of the orthodox 
magazines which was unable to stand 
present-day competition and early 
in the year it passed into the hands 
of William Randolph Hearst, who 
combined it with his Pictorial Re- 
view. The venerable Literary Digest 
was bought by Review of Reviews, 
but later reappeared under the old 
name. News-Week, now restyled 
Newsweek, absorbed Today in Feb- 
ruary. 


Other Magazine Changes 
Simplicity Fashion Forecast threw 


open its pages to advertisers as Sim- 
plicity Magazine, boasting a monthly 


circulation of 8,000,000 copies. As 
related elsewhere, The American 
Weekly added to its tremendous cir- 
culation by obtaining distribution 
through Sunday newspapers in cities 
where Mr. Hearst does not publish. 
Fawcett Publications combined Movie 
Classic and Motion Picture. 

Photoplay came out in a new large 
size and New York Woman gave up 
the ghost. Esquire decided to take 
the public into partnership through 
sale of stock and Capper Publications 
incorporated to permit employes to 
share the fruits of their labors. Cur- 
tis Publishing Company joined other 
large publishers in Periodical Pub 
lishers Association, and Crowell Pub- 
lishing Company invested heavily in 
gravure equipment, “process of to 
morrow.” 


To Hays MacFarland 


John Kettlewell has joined Hays 
MacFarland & Co., Chicago, in charge 
of merchandising and new accounts. 
He was radio station representative 
and free lance advertising counsel 
for the past three years. 


Agency for Arco 
Arco Tubular Skate Corporation, 
Endicott, N. Y., has appointed Gus- 
sow, Kahn & Co., Inc., New York, 
to handle a national newspaper cam- 
paign for the new Arco Tubular V- 


Type skates for children. 
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the Pharaohs. 


tackle alone. 


pride. 


Ad 


THE MAN 7 WITH THE WORLD’S 


ol Hib 


HE story of the fish that got away antedates 


The desire to prove the story causes ten mil- 
‘lion Americans to spend $15,000,000 a year for 
Oceans, 
are alive with enthusiastic anglers, just as the 
fields and forests are filled with ardent hunters 
—liberal spenders, all of them. Thirteen mil- 
lion pocketbooks that pour a billion dollars a 
year* into the cash tills of manufacturers of 
everything from dog biscuits to power boats. 

To single out these pocketbooks is Field & 
Stream’s job. To take them your advertising 
message is Field & Stream’s province. 
doing this most effectively is Field & Stream’s 


lakes, rivers and streams 


To be 


“According to the United States Bureau of Biological Survey. 


AMERICA’S OLDEST OUTDOOR MAGAZINE 


Field 
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THESE NAMES MADE NEWS DURING 1937 


+ Geet 


‘GEORGE H. THORNLEY heads new 


| agency of Thoraley & Jones, 1 FRANK COUTANT joins Kou & 
Tarcher as vice-president and 
marketing counsel, 


STANLEY J. McGIVERAN, new 
Owens-lilinois Gless advertising and 
merchandising director. 
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FRANK BABCOCK, named advertising _™ bare: mie a 
_ manager of U. S, Gypsum Company. cheatin Hatt | te 


S leaves Arm- 7. 
head sales of WILLIAM BENTON leaves 
California. the agency field to join ' si G A ; 
me? ___ University of Chicago. EW. MASON... © hy “ Be Pi 
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A. K. BARNE 
strong Cork to : 
Fontana Farms if 


(Left) W. L. Rickard, 
veteran industrial 
agent; Dean Ralph E. 
Heilman, Northwestern 
University economist. 


(Above) E. H. Harris, HiRes Pr 

Richmond, Ind., pub- 5 

lisher; William S. Power, 

veteran automotive copywriter; Harry A. Biggs, former Stude- 

baker sales chief; Albert J. Kobler, former president. of The 

American Weekly. George Horace Lorimer, famed editor of 

The Saturday Evening Post (directly above). (Right) E. H. 

McReynolds, former president of the Advertising Federation of 

America; Edward A. Filene, Boston merchant and co-operatives 
sponsor, and Russell T. Gray, industrial agency leader. 
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ADVERTISING AGE 


PRICE STUDIES 
MAKE HEADWAY 
DURING 1937 


Contests Reach Dead End; 
Other 37 Featuresh ig 


Chicago, Dec. 31—A decided ebb 
in the contest tide, intensive study of 
the effect of prices on volume, and a 
surge in the employment of color 
were features of marketing policies 
of 1937, as reported by ADVERTISING 
Ace during the year. Coupled with 
the price analysis was an effort to 
regulate installment sales, reducing 
the length of time in which pay- 
ments are to be completed, although 
the reverse trend was also in evi-, 
dence in some quarters. 

Early in the year, Montgomery 
Ward & Co., Chicago, threw open the 
installment plan to its entire range 
of merchandise, in contrast with 
Sears, Roebuck & Co., which confines 
it to products with a minimum price 
of $20. 


Gain in Color 


The gain in color applies to both 
magazines and newspapers. More 
dailies added color-printing facilities. 
Magazines hitherto without big-scale 
bleed border resources made them 
available in many instances. Em- 
ployment of direct color photography 
made great strides both in copy and 
packaging. 

Several advertisers tied up with 
the anti-syphilis campaign which 
sprang into being almost overnight, 
Metropolitan Life Insurance Com- 
pany being one of the outstanding 
examples. American Association of 
Advertising Agencies also aided this 
drive. 

P. Lorillard Company ran two con- 
tests with prizes of $200,000. and 
$250,000, enlisting a tremendous fol- 
» lowing and garnering a law-suit or 
' two from disgruntled contestants. 
These contests, with capital prizes of 
unprecedented proportions, over- 
shadow the resources of the average 
advertiser to such an extent that 
they now loom as contests to end all 
contests. 


Happy Endings Popular 


Pictorial copy which tells a story 
reached new heights in popularity 
among many advertisers during the 
year, as the technique gave birth to 
new picture magazines and a trend 
among newspapers to convert their 
rotogravure sections into tabloids for 
more effective presentation. 

Floods early in the year in the Ohio 
and Mississippi valleys created new 
replacement and building markets 
and were responsible for many copy 
quirks as advertisers rushed to bid 
for the new business. Coca-Cola, for 


inch die-cut chrome letters, 


instance, warned inhabitants of the 
flood regions to drink its products 
instead of the muddy water available. 
Advertising men continued to show 
great concern over the skeptical atti- 
tude of many consumers, fostered by 
many self-styled saviors who essayed 
te grade the quality of advertised 
products for a price. The second 
annual essay contest of ADVERTISING 
AcE among students of high schools 
and colleges was a salutary counter- 
offensive. ADVERTISING AGE also ran 
a series of stories about anti-adver- 
tising teachings in colleges. 

Much discussion of the need of a 

campaign to counteract the propa- 
ganda of politicians was also heard, 
and one or two local industry cam- 
paigns actually appeared. The field 
as a whole has been unable to deter- 
mine the value of such efforts, how- 
ever. 
In the tire field, manufacturers 
abandoned road hazard tire warran- 
ties, which cost them large sums in 
replacements. In the food field, the 
government continued to insist on 
grade labeling, while canners went 
ahead with their own descriptive 
labeling plans. 


Testing Becomes Habit 


Copy testing made great strides 
during 1937, and at the close of the 
year several leading national adver- 
tisers were pre-testing every piece of 
copy locally before it was used on a 
large scale. 

The British coronation was not ne- 
glected by advertisers as a fit subject 
for tie-ups. The abdication of Edward 
and the succession of his younger 
brother gave advertisers a chance to 
make their copy almost as_ sensa- 
tional as the newspaper headlines of 
the period. 

Some reaction against employment 
of paid testimonials was noted dur- 
ing the year. However, the lure of 
“big names” persists, and Pond’s Ex- 
tract Company sponsored a series of 
radio chats by no less a personage 
than Mrs. Franklin D. Roosevelt. 

The cosmetic field borrowed a de- 
vice recently used by large numbers 
of food advertisers and featured the 
vitamin content of their respective 
products. One of the most noteworthy 
of these was Woodbury soap’s “fil- 
tered sunshine” story, which, toward 
the end of the year, ran into the in- 
evitable lawsuit. 

Back - of-the-scenes activities re- 
ceived much attention from advertis- 
ers during the year. Standard Oil 
of Indiana made a full-length institu- 
tional motion picture. ~ United States 
Steel Corporation was one of the first 
advertisers to go in for technicolor 
films. Use of inexpensive sound 
slides for dealer and salesman educa- 
tion also made strides during 1937. 

Tourist campaigns reached new 
heights in number during 1937, about 
$5,000,000 being spent by various 
states and regions in stimulating 
travel. 


Kellogg Aids Youngsters 


Steadily mounting popularity of 
electric razors, fostered by heavy ad- 
vertising, gave new problems to man- 
ufacturers of safety razors, shaving 
brushes and creams and corollary 
articles. The same factor resulted in 
a flood of low-price electric razors. 

Packard Motor Car Company held 
a “ladies’ week” in April, and was 
pleasantly surprised by the interest 
aroused. 

Kellogg Company became a heavy 


DEALER GETS THE SPOTLIGHT 
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GENERAL @ ELEC? 


This new General Electric radio display leads off with the dealer's name in three- 


giving effective localization. 


sponsor of sports events via radio, 
conducting a baseball school in Chi- 
cago in connection with its broad- 
cast of games. Atlantic Refining 
Company was the leader in number 
of football broadcasts. 

The year was comparatively quiet 
on the premium front, though a cer- 
tain number of advertisers continued 
to use gifts as a sales aid. National 
Lead Company and others redesigned 
their packages not only from the 
viewpoint of display, but from the 
premium angle. National Lead de- 
vised a three-dimensional figure of its 
famous Dutch Boy. Ex-Lax, Inc., gave 
away 200,000 silver sauce ladles for 
opinions of a new gift package. 

The “twice your money back” offer 
of 1936 was made into a “three times 
your money back” in 1937 by some 
enterprising advertisers. 

Trade-in plans reached new fields, 
A. G. Spalding & Brothers even mak- 
ing such an offer on golf clubs. 

Efforts of advertisers to get their 
stories before motion picture audi- 
ences continued in 1937, with Lucky 
Strike cigarets leading with testi- 
monials in technicolor. At the same 
time, the newspapers reported forma- 
tion of “booing clubs” in many cities. 

Window display came in for inten- 
sive study, the Advertising Research 
Foundation releasing an exhaustive 
survey late in the year. 


Chicago Sees 
Trend Toward 
Small Agency 


Chicago, Dec. 31.—A larger num- 
ber of smaller agencies was created 
here during 1937 by the opening of 
their own organizations by men who 
formerly controlled accounts in large 
agencies. This trend was _ percep- 
tible to a lesser degree in the East 
and far West. 

Large advertisers who experi- 
mented in previous years with em- 
ployment of services of several 
agencies for their various products 
apparently reached the conclusion in 
1957 that this procedure is sound. 
The splitting of accounts continued 
in many instances, one company, for 
example, now using no less than 10 
agencies. 

Agencies encountered so much 
trouble with unsolicited ideas during 
1937 that many of them have taken 
definite steps in self-defense. The 
sale of ideas has reached “racket” 
proportions, in the opinion of many 
leading agency men, who admit that 
agencies themselves are to blame by 
allowing the news to leak out that 
some testimonials are not as simon- 
pure as would appear on the surface. 
The public has been given reason to 
believe that agencies are suffering 
from a paucity of ideas and will 
gladly pay large sums for a little 
help. 

Publicity as a branch of agency 
service made progress in 1937, a 
number of agencies which had ig- 
nored the publicity field in the past 
adding such departments during the 
year. In some cases, a definite an- 
nual appropriation for publicity is 
now asked. 


Mehr Advanced 


Joseph Mehr has been named ad- 
vertising director of Modern Brewer, 
New York. 


HERE ARE SOME 
OF '37 SHIFTS 
IN PERSONNEL 


New York, Dec. 31.— Important 
shifts in personnel during 1937 em- 
phasized the constantly changing na- 
ture of the advertising business and 
the varied talents which it calls into 
play. 

Arthur K. Barnes resigned as ad- 
vertising manager of Armstrong 
Cork Company to become vice-presi- 
dent of Fontana Farms Company. 
Archie H. Knapp became advertising 
manager of Standard Oil of Ohio, 
succeeding Leslie G. Smith, who 
threw his lot with the Sohio agency, 
Fuller & Smith & Ross. Edward J. 
Mehren resigned as_ president of 
Portland Cement Association in June 
to devote all of his attention to his 
private interests. 


Changes of Leaders 


William A. Durgin, star copywriter 
of Thompson-Koch Company, Cincin- 
nati agency, shifted to Lord & 
Thomas. Horace S. Vaile, who made 
a fine record with United States 
Steel Corporation, moved to Mar- 
shall Field & Co., only to resign fol- 
lowing the death of its chairman. 

Ken R. Dyke resigned as general 
advertising manager of Colgate- 
Palmolive-Peet Company and joined 
National Broadcasting Company’s 
Eastern sales department. William 
B. Benton left Benton & Bowles to 
become vice-president of the Univer- 
sity of Chicago—a classic example of 
the advertising man who makes his 
fortune early enough in life to be 
able to follow non-commercial pur- 
suits. 

Turner Jones, astute vice-president 
of Coca-Cola Company, resigned from 
his headquarters work to head Coca- 
Cola interests in Maine. Theodore F. 
MacManus said au revoir to the ad- 
vertising business, the Detroit agency 
head also having amassed enough of 
this world’s goods to be able to 
spend his declining years as he 
wished. 

Charles Michelson, veteran  pub- 
licity man whose success with the 
Democratic National Committee 
caused his services to be sought by 
many industrial concerns, tied up 
with Crosley Radio Corporation as 
public relations consultant, Albert 
W. Sherer, long a vice-president of 
Lord & Thomas, Chicago, left the 
agency field in January. 

Marvin Harms, whose fine adver- 
tising was a potent influence in the 
sensational rise of Premier-Pabst 
Sales Company before and after re- 
peal or prohibition, left that organ- 
ization for Young & Rubicam. Like- 
wise, Charles M. Pritzker relin- 
quished his post with Gillette Safety 
Razor Company to enter the agency 
field. Leo McGivena, famed promo- 
tion expert of the New York News, 
was another recruit to agency ranks. 

Malcolm Muir left McGraw-Hill 
Publishing Company to become pres- 
ident of Newsweek, being succeeded 
as McGraw-Hill president by James 
H. McGraw, Jr. Charles I. Luckman 
became vice-president of the Pepso- 
dent Company, in charge of sales 
and advertising, at the age of 33, 
and J. Baxter Gardner became ad- 
vertising manager. 

Frank Braucher resigned as vice- 
president of Crowell Publishing 
Company to join WOR, New York, 
and Gregory H. Starbuck, prominent 
in marketing councils of General 
Electric Company, left that big or- 
ganization. 


Joins Scott-Telander 


Earl H. Swanson, formerly adver- 
tising manager of Hastings Piston 
Ring Company, Hastings, Mich., has 
joined Scott-Telander Advertising 
Agency, Milwaukee, in the plans and 
copy department. 


Glantz Promoted 


N. A. Glantz, formerly in charge 
of creation of retail advertising, has 
been appointed field sales promotion 
manager of the tire division of The 
B. F. Goodrich Company, Akron, O., 
a newly created position. 


Perfection of 
New Materials 


Aids Bulletins 


Chicago, Dec. 31.—Development of 
luminescent materials created new 
demand for painted displays during 
1937, accentuating a trend which had 
been in evidence for several years 
previous. The new materials, de- 
veloped by Continental Lithograph 
Company, Cleveland, provided a sen- 
sation when exhibited at the annual 
outdoor convention in St. Louis in 
October. 

The new effect may be produced 
by use of lacquers, paints and pow- 
ders, activated at night by ultra- 
violet rays to produce novel and ex- 
citing illumination. 

The outdoor field made progress in 
1937 in winning friends for the in- 
dustry through co-operation with 
state highway departments, and has 
indicated that this policy will be 
continued through 1938. However, 
many of the attacks made on outdoor 
advertising, it was explained at the 
convention, are launched by self- 
styled improvement groups which 
have no official standing. Highway 
departments, on the other hand, are 
usually highly appreciative of the 
medium’s co-operation. 


YOU PAY anyway! 


w Whether you realize it or not, 
you pay for good printing, en- 
graving, or ad-setting even if 
you don’t get it . . . You pay for 
it with the business you FAIL to 
secure.when your advertising 
doesn't bring the desired results 
...-You pay in many other ways 
not included in the invoice... 
Since you must pay anyway, 
why not insist upon the BEST in 
the FIRST place—thus saving 
considerable TIME, TROUBLE and 
MONEY... . Years of experience 
serving important advertising 
agencies and commercial con- 
cerns is at your command 
when you call FAITHORN. Our 
COMPLETE SERVICE—everything 
under ONE roof—is sure to help 
YOU. Let us demonstrate the value 
of this service on your next job. 
Simply phone Wabash 7820. 


Exceptionally well fitted to submit ideas, 
make layouts, prepare sketches and draw- 
ings—through every step of production. 


FITTING SHOES FOR 


Sansilve Feet 


18 & SPECIALIZED SClENCE 
ON EVERY OR SCHOLL SHOP 
6, 
2 


The production 
requirements of 
this advertise- 
ment were pre- 
pared by the 
Faithorn Corp. 
for the Scholl 
Mig. Company. 
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FINEST ENGRAVING 
FINEST TYPOGRAPHY 
FINEST PRINTING 


You can use one or all—just as you wish, 
but all are here, ready to serve you... 
Speed—economy—satisfaction assured. 


FAITHORN 


CORPORATION 


Telephone Wabash 7820 
504 SHERMAN STREET 
CHICAGO 


DAY AND NIGHT SERVICE 
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ADVERTISING AGE 


January 3, 193g 


INDUSTRY FAILS 
TO SELL ITSELF 
TO WAITING U.S. 


New York, Dec. 31.—Has industry 


and its hand maiden, advertising, 
as at present constituted, alluring 
stories to tell to the public? 

This question is no nearer solution 


today than a year ago, the files of 
ADVERTISING AGE indicate, in spite of 
the fact that some sporadic attempts 
have been made to justify the sys- 
tem under which this country has 
operated for a century and a half. 

Meanwhile, attacks both on the 
system and on advertising continued 
during 1937, with no adequate reply 
being made. 

One of the most sensational recom- 
mendations of 1937 came during the 
September convention of the Na- 
tional Industrial Advertisers Associ- 
ation in Chicago, when Charles Mc- 
Donough, advertising manager, Com- 
bustion Engineering Company, New 
York, insisted that the time is ripe 
for action and that industry should 
spend $5,000,000 over a two-year pe- 
riod to resell itself to the public. 


Advice to Bankers 


Banking, too, was called on during 
the annual convention of the Finan- 
cial Advertisers Association at Syra- 
cuse in September to inform the peo- 
ple of its functions and of how it 
works to the benefit of everyone in 
a given community. But this rec- 
ommendation by Thomas J. Kiphart, 
Fifth Third Union Trust Company, 
Cincinnati, has thus far evoked no 
action. 

An optimistic view was taken by 
William C. McKeehan, Jr., vice-pres- 
ident, J. Walter Thompson Company, 
New York, who in August saw great 
hope in the individual efforts of ad- 
vertisers. He called the roll as fol- 
lows: 

“A well known brewery lists its 
purchasers of raw materials, shows 
how it keeps many people at work, 
explains its contributions to federal 
and state taxes. A large milk com- 
pany tells the public, through adver- 
tising, how much of its revenue goes 
to the farmer—how only a spoonful 


SEED INDUSTRY PROSPERS 


Reader survey shows Seed World 
offers advertisers an annual 


HUNDRED MILLION DOLLAR MARKET 


through its coverage of wholesalers and re- 
tailers who sell seed and other horticultural 
and agricultural items to 41,000,000 farmer 
and suburbanite customers. 


We will gladly give you an analysis of this 
field as it applies to your business. 


SEED WORLD 


Published every other Friday 
223 W. Jackson Blvd. Chicago, Ill. 


COLLINS 
MILLER & 
HUTCHINGS 
INC. 


PHOTO-ENGRAVERS 
IN CHICAGO 


2 a os, 


Ad BM A eS 


— 


YOU'LL REALLY HEAR THE JINGLE BELLS 
THAT CHILDREN OR EAM OF! 


et Pharm a4 


BOWMAN OCAIRY COMPANY 


[a he Gh aN ne PI gS gin I ey 


ime C 


Bowman Dairy Company of Chicago 
scored such a success with this newspaper 
copy and equipment of its 1,700 wagons 
with sleighbells in 1936 that the whole 
stunt was repeated this Christmas Eve. 


of each quart of milk represents the 
distributing company’s profit. A 
steel company reminds us, in pic- 
tures, how it helped make possible 
the first railroad, broadening our 
frontiers. A motor manufacturer 
dramatizes improvements which led 
to the safety, economy and efficiency 
of today’s automobile and its decline 
in cost to the consumer.” 

Among desultory advertising ef- 
forts to educate the public was one 
in July by the “Citizens’ National 
Committee,” of Johnstown, Pa. Copy 
in newspapers outlined a law and 
order platform, but was featured by 
a coupon asking for contributions 
for additional advertising. 


Start Advertising Study 


Possibly one of the most signifi- 
cant moves of 1937 was the announced 
plan of Harvard Business School to 
study the economics of advertising 
in a two-year survey. The survey 
will be financed by a contribution 
by Mrs. A. W. Erickson, widow of 
the former chairman of McCann- 
Erickson, Inc. 

National Association of Manufac- 
turers ran a summer campaign ex- 
pounding the theory that “Prosperity 
Reigns Where Prosperity Dwells.” 

Perhaps more convincing than ad- 
vertising to the observer on the side- 
lines was the action of two leaders 
in the automotive field. Ford Motor 
Company paid $100,000 for broadcast 
rights for a February flood relief 
program aired by all leading net- 
works. One of the divisions of Gen- 
eral Motors Corporation took space 
during the strike shutdown in Feb- 
ruary to assure employes that their 
group life insurance had been pro- 
tected by a payment by the com- 
pany, and that the company savings 
fund would advance dividends to 
needy employes pending resumption 
of operations. 


Conti Products Steps 
Up Promotion for ’38 


Conti Products Company, New 
York, manufacturer of olive oil prod- 
ucts, has announced plans to increase 
promotion of its Castile Soap, Castile 
—-* and Olive Oil Cream during 

Radio, car cards and children’s 
magazines will carry advertising to 
be tied in with point-of-sale display 
material. The Conti Company has re- 
cently repackaged its entire line. 
Bermingham, Castleman & Pierce, 
Inc., New York, is handling the ac- 
count. 


Gets Tri-S-P Account 


Sternfield-Godley, Inc., New York, 
has been appointed advertising agent 
and merchandising advisor for Tri- 
S-P, new water softener and cleanser 
now being introduced by New Dorp 
Chemical Company, Staten Island, 
N. Y. Present efforts are being di- 
rected toward educating the retail 
trade, and a consumer campaign is 
scheduled to break after the first of 
the year. 


“Parents’”’ Bulletin Out 


“Parents’ Magazine’s Merchandising 
Bulletin for Store Executives” has 
been issued by Parents’ Magazine, 
New York. It will be sent quarterly 
to executives and merchandise man- 
agers of department stores and drug, 
food and general merchandise chain 
stores. 


LITIGATION IS 
LITTLE SISTER 
OF ADVERTISING 


New York, Dec. 31.—Prolonged 
and bitterly fought court battles dur- 
ing 1937 emphasized the fact that 
the legal expert has become the 
right-hand man of the sales and ad- 
vertising manager and can contrib- 
ute his full share to war councils, 
either in a preventive or remedial 
capacity. The wholesale indictment 
of oil companies and their officials 
for alleged conspiracy to fix prices 
is a case in point. 

One of the outstanding legal fights 
of 1937 was that between Kellogg 
Company and National Biscuit Com- 
pany involving use of the “Shredded 
Wheat” trade-mark. Small fortunes 
were spent by both sides before the 
case, after running the gauntlet of 
the courts, was finally decided in 
October in favor of National Biscuit 
Company when the United States 
Supreme Court refused to review a 
decision of a lower tribunal. 


Corn Syrup in Court 


The flood of advertising which ac- 
companied the Dionne quintuplets on 
their climb up the ladder resulted in 
some Canadian litigation which 
forced the courts to decide which 
brand of corn syrup was first admin- 
istered by Dr. Dafoe as he fought 
to sustain the flickering flame of life 
shortly after the birth of the quints. 

The court dismissed a $150,000 
damage suit brought by Canada 
Starch Company against St. Law- 
rence Starch Company, holding that 
the latter’s advertised claims were 
based on fact. As in so many other 
similar cases, however, the court re- 
buked the defendant for making 
much capital out of a small inci- 
dent. 

An unused idea submitted to Mc- 
Cann-Erickson, Inc., by a free lance 
writer was valued at $2,000 by a 
New York jury when Dorothy Stone, 
the plaintiff in question, contended 
that submission of her idea to the 
agency substantially contributed to 
the good will it enjoyed, as well as 
to the possibility of increased busi- 
ness. Some of the basic points in 
her idea were employed, testimony 
indicated, in spite of the fact that 
many details were changed. 


Other 1937 Decisions 


Also under the heading of freak 
litigation in which advertisers are 
subject to involvement was the suit 
defended by General Foods Corpora- 
tion after an actress claimed exclu- 
sive right to “Aunt Jemima,” trade- 
mark of Log Cabin Products, Inc. 
National Broadcasting Company was 
a co-defendant. A lower’ court 
awarded $115,986 to the artist, but 
a court of appeals reversed the de- 
cision. 

Quaker Oats Company put in a 
busy year prosecuting imitators of 
its trade-marks, Puffed Wheat and 
Puffed Rice. Principals of Lydia E. 
Pinkham Medicine Company in- 
dulged in a long court fight over 
control of the company, and particu- 
larly its advertising policies. The 
outdoor advertising industry fought 
its way through a number of court 
proceedings, winning at least one 
notable victory when the New York 
State Court of Appeals ruled that 
general prohibition of posters within 
city limits is unconstitutional. The 
verdict applied to an _ ordinance 
adopted at Troy, N. Y. 


Court Decisions Differ 


The fact that one court decision 
means extremely little was start- 
lingly demonstrated in the case of 
the Standard Education Society, 
Chicago, which won vindication from 
charges filed by the Federal Trade 
Commission in one court, only to 
have the FTC order sustained by the 
Supreme Court of the United States. 
The first court coined the phrase 
“pedantic scrupulosity” in discussing 
the activities of the FTC. The higher 
tribunal completely overturned the 
reasoning of its subordinate, how- 
ever. 


Be ne tee oe -- 


CLUETT, PEABODY & CO, Inc. | == 


Cluett Peabody & Co., Inc., is telling 

Troy, N. Y., residents in an effective in- 

stitutional series in newspapers what the 

company's operations mean to the city 
as a whole. 


CO-OPERATIVES 
STARRED IN °37 
BUSINESS DRAMA 


New York, Dec. 31.—The 1937 dis- 
tribution picture was highlighted by 
the continued interest manifested in 
consumer co-operatives and the ef- 
forts of R. H. Macy & Co. to extend 
its private brand promotion to the 
entire United States through exist- 
ing stores in other cities. 

Though the growth in co-operatives 
is not evident to the naked eye, sur- 
veys indicate that as many as 2,000,- 
000 American families are now buy- 
ing most of their requirements 
through this type of outlet. Most of 
these 2,000,000 are inhabitants of 
rural areas. 

The Co-Operative League of the 
United States formed the Co-Opera- 
tive Institute in New York during 
the year and in October opened the 
first training school for young men 
wishing to enter the new field. 

Chain store systems of the United 
States are watching development of 
co-operatives closely, in view of the 
numerous national and state laws 
which have been directed at the con- 
ventional type of multi-unit organiza-’ 
tions recently. Several are reported 
ready to change their operating meth- 
ods and corporate set-ups as soon as 
the moment is auspicious. 


Jobber Loses Clients 


The jobber apparently lost ground 
in 1937, according to census reports, 
more and more manufacturers tend- 
ing to establish their own branch 
offices for distribution to retailers. 
The Bureau of the Census pointed 
out that this was the usual trend 
during periods of prosperity. 

While the independent retailer in 
many fields profited from 1937 legis- 
lation such as the Tydings-Miller 
bill, the tire dealer failed to partici- 
pate in these gains, more and more 
volume going to chain stores, co-op- 
eratives, mail order houses, oil com- 
panies and department stores. 

General Tire & Rubber Company 
announced in September, 1937, that 
it will create its own retail stores to 
assume distribution of its products. 

The oil industry, which divested 
itself of many retail stations in 1936, 
found new sources of competition in 
1937. In Wisconsin, dealers banded 


together to market petroleum prod- 


ucts under one brand name owneg 
by them. 

Union labor manifested new inter. 
est in consumer co-operatives in 1937 
and in several cities assisted in for. 
mation of such organizations. 

Coca-Cola Company credited part 
of its continued success to more gep. 
eral distribution in 1937. Emphasiz. 
ing the value of “availability,” the 
company installed vending machines 
in factories in a large number of 
industrial centers. 

In New York, the Schulte cigar 
chain transformed test stores into 
specialty shops handling electrica] 
appliances, men’s wear, fountain 
pens, gifts, candies and many other 
products. If the experiment is sue. 
cessful it will be extended to other 
parts of the country. 

Harry B. Weil & Associates, Chi. 
cago, developed a new line of cleans. 
ing tissues for distribution through 
grocers only. In view of the tend. 
ency among retail grocers to con- 
centrate on foods and kitchen prod. 
ucts, some doubt was expressed as 
to the outcome of this move. 
Brunswick - Balke-Collender Com. 
pany opened a new type of outlet for 
sale of bowling balls, picking jewel. 
ers for the new role. 

Perhaps the most important dis. 
tribution development of 1937 was 
establishment of a new city, Green. 
belt, Md., by the United States govy- 
ernment as “a practical laboratory 
for consumer co-operatives.” 


Auto Industry 
Makes Comeback 
Despite Strikes 


Detroit, Dec. 31.—Despite unusual 
embarrassment caused by strikes 
and government criticism of some of 
its copy and methods, the automotive 
industry enjoyed its best year since 
1929 during 1937. It sold 3,500,000 
cars and during the melee Ford 
wrested leadership from Chevrolet, 
which was out in front for 1936. 

As the year begins, the industry 
is scrutinizing its own pricing pol- 
icies with much speculation. Upward 
price revisions were announced dur- 
ing the fall, as the result of rising 
costs, coupled with popular interest 
in new models. The business reces- 
sion has placed a new aspect on the 
situation, and one or two manufac: 
turers have hinted at new prices in 
keeping with the more cautious senti- 
ment in evidence. 

General Motors Corporation and 
Chrysler were forced to close down 
by strikes of varying duration, this 
development probably affecting the 
ultimate ranking of their cars. 

Several large producers revised 
their advertising claims on financing 
during the year as the result of com- 
plaints of the Federal Trade Commis- 
sion. Several leaders, notably Chrys: 
ler, also made efforts to advertise de 
livered prices, instead of the conven- 
tional Detroit price. 


WANTED!! 
An Employer 


who will say “show me” 


not a lot of fancy letters, but how 
much business you can sell. 


Young man, 29 years of age, alert, 
eager, aggressive, thoroughly ex- 
perienced in advertising sales, copy- 
writing, rough layouts, etc. Success- 
ful sales record with Chicago Daily 
News, Shopping News, Inc., Indiana 
Journal, Inc. Would like to meet a 
“show me” employer. (Start Jan. Ist). 


LARSEN 


H. 
5411 N. Campbell Ave., Chicago 
Ravenswood 4826 


of Commerce 


Chicago Journal 


Is a “must” in the advertising plans of 
concerns seeking the patronage of Central 
West executives and industrial buyers. 
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|SCENES AT 1937's GALA CONVENTIONS 


rt = 


1. One of the early presidents, George W. Coleman, at the Advertising Federation of America convention with G. Ray 
Schaeffer and Frank Black; 2. Ted Dealey, new Southern Newspaper Publishers Association president, chats with 
H. E. Clarkson; 3. W. J. J. Butler, President P. W. Thomson and H. H. Rimmer at the Audit Bureau of Circulations 
convention; 4. Gathering at the Lithographers National Association convention with R. W. Thomas, A. R. McCand- 
lish, LeRoy Latham, D. C. Ozman, P. G. Watts, and G. W. Gall; 5. Lou Koch, new Pacific Advertising Clubs Asso- 
ciation president, signs a convention decree; 6. At the Agricultural Publishers Association convention are J. J. Mattus, Col. B. Morgan Shepherd, 


4 Glen Buck, President P. E. Ward, Tom L. Wheeler, and H. H. Allen. 
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0,000 im ca We ae ‘lie 7. A between-sessions moment at the Association of National Advertisers’ convention with 
Ford ~ a H. M. Shackelford, Chairman Harold Thomas and President Paul B. West; 8. Managing 
rolet, Director Henry Hoke and Program Chairman Kenneth Goode surround an attractive “prop’ 
‘ a eS : at the Direct Mail Advertising Association convention; 9. Relaxing at the National Publishers’ 
ustry a oe Se ae ’ = J 35 oo Association convention are R. B. Luchars, Mason Britton, P. W. Thomson and Henry Lee; 
, po ae co Pro aN s a 4 10. George F. Mathews, W. E. Elliott, William E. McFee, and Charles C. Tapscott, with 
| P , gee : ae H. E. Van Petten and R. Jaenke in the background, at the National Industrial Advertisers 
ward Association conclave; !1. Retiring President Harold W. Donahue and Vice-President Don 
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: ted “in person’: 
dio and \s presen hip; i 
1. Charlie McCarthy satter de Popeater’ oP Touisville, a 
_— Sea” broadcast goes out "earostiom “makes varie 
“Phantom 2.8 rses; 2 
floods shift odvermmotionsl appearances. 
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Budweiser “ax 


7. Life Saver poster tops second annual Outdoor 
Advertising Design contest; 8. Winner in eighth annual 
Outdoor Advertising Awards competition is Anheuser- 
Busch's poster; 9. W.C.T.U. takes to the highways in 
its moderation campaign; 10. Acousticon display evi- 
dences how coronation and abdication intriqued adver- 
tisers; 11. United Drug's Adrienne packages win Wolf 
Award in American Management Association contest; 
12. President Roosevelt selected this label for the gov- 
ernment's first bid in the rum field. 
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ADVERTISING AGE 


r0-OPERATIVE 
PROMOTION GOT 
IMPETUS IN °37 


Chicago, Dec. 31.—Advertisers in 
different, as well as the same fields, 
joined hands in many promotion 
projects in 1937, with co-operation 
between non-competitive manufactur- 
ers indicating a trend which may be 
more fully developed in 1938. 

An outstanding example of this 
type of promotion took place in Chi- 
cago in May when eight advertisers, 
including Frigidaire, Dodge Broth- 
ers, Fruit Dispatch Company, Knox 
Gelatine Company and others jointly 
bore the cost of a full-length cooking 
school sound film. The movie was 
sent on a highly successful road 
show, with grocers in many cities 
sponsoring the local appearance. 

Another interesting example of co- 
operation was that between farmers 
of Maryland and Virginia which re- 
sulted in a newspaper and radio cam- 


paign in many markets through 
Henry J. Kaufman Advertising 
Agency, Washington, D. C. This 


proved that farmers need no outside 
help when they employ modern mar- 
keting methods. 


Examples of Co-operation 


The Edison Electric Institute and 
the electric water heating section, 
National Electrical Manufacturers 
Association, joined early in 1937 for 
extensive promotion of electric water 
heaters. Small New York haber- 
dashers comprising the Associated 
Men’s Wear Retailers used a local 
newspaper campaign preceding Fath- 
er’s Day and other special events. 

The United States Cane Sugar Re- 
finers Association continued the co- 
operative campaign launched in 1936 
and 11 electrical manufacturers got 
together to sell electrical appliances 
to June brides. The life insurance 
profession repeated the Life Insur- 
ance Week which gave it a chance 
to unite in selling a general idea in 
previous years. Two rival Colorado 
packing companies joined hands in 
co-sponsorship of the same radio pro- 
gram. The Cotton-Textile Institute 
staged its seventh annual National 
Cotton Week May 31-June 6, and 13 
electrical manufacturers with similar 
products got together to teach house- 
wives how most effectively to con- 
duct electric buffet entertaining. 

Two more states cast their lot with 
Associated Wool Industries, New 
York, while Laundryowners National 
Association resumed the advertising 
interrupted by the depression. Many 
growers of apples in various parts of 
the country banded together in their 
respective regions to promote that 
fruit in national campaigns. Anthra- 
cite Industries, Inc., representing the 
hard coal producers unaffected by 
the Guffey-Vinson Coal Act, enlarged 
its newspaper campaign with the ap- 
proach of cold weather. The Na- 


i 


EXPERIENCED ADVERTISING 
DIRECTOR AND SPACE 
SALESMAN 


who can finance fully all 
of his own activities and 
seeks no compensation 
until he achieves his as- 
signment—seeks a con- 
nection with some pub- 
lication he may repre- 
sent in the east — Suc- 
cessful record with im- 
portant newspapers and 
trade papers. Unim- 
peachable references. 
M. Coleman Bilco—Apt. 
lle—26 East Tenth St., 
New York, N. Y. 


PACKAGE PEDESTAL 


With a “pedestal” interior, this gift 
package, designed to hold any one of 
the company's seven imported beverages, 
is being introduced by Julius Wile Sons 
& Co., New York. Wentworth Weeks, in 
conjunction with John J. Schwed, Wile 
advertising manager, designed the pack- 
age, which was produced by William 
Fitzhugh, Inc., New York. 


tional Coal Association was likewise 
active. 


Other Joint Campaigns 


The international coffee campaign 
discussed for so many years neared 
actuality as financing plans were 
agreed on. A Detroit department 
store induced suppliers to contribute 
some advertising to a September 
sale, telling just what they had done 
to help the public enjoy quality 
goods at low prices. American Gas 
Association went into advertising on 
an enlarged scale. Texas citrus 
growers started their first national 
effort as the grapefruit crop ripened, 
and the National Egg Council, com- 
prised of brokers and warehousemen, 
as well as producers, laid the ground- 
work for advertising. 

Electric range manufacturers de- 
cided to cultivate the market jointly 
and National Association of Ice In- 
dustries enlarged its appropriation 
after proving to itself that ice can 
be successfully advertised. 

The largest co-operative campaign 
of 1937 was that of the Tea Bureau 
of the United States which toward 
the end of the year put a $1,000,000 
appropriation into action. This rep- 
resented the first national campaign 
in behalf of tea after several years 
of experimenting on a sectional basis. 


Chains Cement 
Friendship of 


Farmers in ’37 


New York, Dec. 31.—Chain stores 
have not lost their resourcefulness, 
they demonstrated in 1937 in the 
face of actual and potential legisla- 
lation designed to wipe out buying 
advantages not enjoyed by all other 
retailers. 

Many chains boldly embarked on 
campaigns designed to popularize 
their own private brands, thus turn- 
ing some of the thunder of adver- 
tisers to their advantage. Others 
outlined plans for super-markets, 
while abandoning many of their 
small stores. . 

Great Atlantic & Pacific Tea Com- 
pany, bellwether of the chains, be- 
came a salesman of advertising 
space as a publisher of a magazine 
and as the owner of “poster space” 
in some of its new super markets. 
Distribution of magazines through 
chain stores has long been recog- 
nized as sound strategy. 

Chains also continued to make 
friends of the farmer by putting 
special efforts behind campaigns de- 
signed to market surpluses. The 
chains proved so potent at this first 
aid to the grower that states boast- 
ing a preponderance of agricultural 
population have turned thumbs down 
on further anti-chain legislation. 


Randall Named 


The Evening Times, Sayre, Pa., 
has appointed D. J. Randall & Co. 
as national advertising representa- 
tive. 


LAY 1938 PLANS 
ON SHORT RANGE, 
FLEXIBLE BASIS 


(Continued from Page 1) 


major developments of this com- 
pany’s 1937 advertising. 

This trend, he predicted, will be 
followed even more strongly in 
1938. The general picture, he con- 
tinued, indicated that a “strictly 
down to earth policy will maintain 
advertising appropriations to over- 
come apathy in buying, and that ad- 
vertising will neither talk hard times 
nor play the false pollyanna but will 
feature price bargains and easy 
credit terms.” 

An exception to this, he noted, 
would be a natural market for lux- 
ury items in the wealthy classes 
“whom the present tax system now 
encourages to take and spend large 
personal profits.” 

Schieffelin & Co., liquor importer, 
is one of the few organizations to 
project its 1938 advertising on a 
long-range basis. It will not, how- 
ever, place any unusual emphasis on 
institutional advertising, though in- 
creasing its appropriation, accerding 
to Ronald Helps, vice-president. 

“We do not feel that 1938, as far 
as we are concerned, will demand 
any great change in advertising ap- 
proach,” Mr. Helps commented. 

Significant among the reactions of 
major advertisers to the rising tide 
of “consumer consciousness,” is the 
self imposed censorship of copy 
planned by B. Kuppenheimer & Co., 
Inc. 

M. M. Lebensburger, advertising 
manager, pointed out that nationally 
advertised brands in the textile in- 
dustry had been most vitally af- 
fected by the increase in consumer 
education. The present situation in 
the field, he commented, might be 
contrasted with that experienced a 
few years ago by motion ‘picture 
producers. 


Czar Would Help 


The latter, he said, being com- 
prised of a comparatively small 
group were able to band together, 
institute self censorship and “clean 
up” the industry in response to de- 
cency drives launched by religious 
and other groups upon _ salacious 
films. 

Mr. Lebensburger remarked that 
prospects of similar co-operation 
among the 1,600 manufacturers of 
men’s clothing were far from favor- 
able, and that advertising of the 
reputable companies suffered from 
the exaggerated claims made by 
others in the field. 

The new Kuppenheimer policy on 
copy will reverse the teaching of 
most books on copywriting in pre- 
senting the product in straight fac- 
tual terms, rather than as an article 
to satisfy a supposed consumer de- 
sire. 

“Some of our copy in the past,” 
Mr. Lebensburger said, “has _ pro- 
jected our product as one which 
would satisfy the desires we be- 
lieved purchasers to have. It hasn’t 
been untruthful, but it has, for ex- 
ample, advertised a drape model suit 
as one which would ‘idealize your 
figure.’ 


“Believeability” Is Standard 


“Tt is our intention now to elimi- 
nate that type of copy, even to the 
extent of striking out phrases which 
have no fault other than the possi- 
bility of their being termed ‘blatant 
advertising’ by the consumer. ‘Be- 
lieveability’ will be a major test for 
all our advertising. By that, I mean 
that facts which would not readily 
be acceptable as true by the reader 
will be left out even if we ourselves 
know that they are one hundred 
per cent correct.” 

Kuppenheimer’s advertising pro- 
gram in 1938 will call for substan- 
tially the same expenditure as in 
1937, with newspapers comprising 
the major medium. 

A decided increase in price resist- 
ance during the latter half of 1937 


(Continued on Page 29) 


Every Medium 
on Own Bottom, 
Wrigley Policy 


(Continued from Page 1) 
spend money on a medium and then 
have to spend more money to make 
that medium a success. Every me- 
dium making a bid for the patron- 
age of advertisers should be able to 
stand on its own feet. If it is in- 
capable of doing so, it can hardly be 
classified under that heading, and 
should properly be sold in combina- 
tion with the other essentials re- 
quired to make it effective. 

“As a matter of fact, it would be 


more logical to take radio spot an- 
nouncements to call attention to a 
forthcoming newspaper or magazine 
advertisement, as this procedure 
would at least have the virtue of 
novelty.” 

Asked whether all of this meant 
that he was dubious of the value of 
radio advertising, Mr. Wrigley shook 
his head and pointed to the fact that 
Wrigley took the air with a new pro- 
gram Dec. 26. 


Johnston Returns 


S. D. Johnston, formerly with Dry 
Goods Economist, New York, and 
more recently with Mollie Baynton, 
Inc., New York, has rejoined the 
Economist as director of research 
and promotion. 
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Buffalo is 


e 


life. 


» 


Great auto factories of 


shipped to all points. 


Be ry ee ot eee 


Eight out of ten families 


a busy city... 
in shopping sections serving people in each strata of 
Streets buzz with autos day and night. 
new cars were sold in Buffalo and Erie county in 1936 
than in any of seventeen states. 


oe 


thriving shops flank streets 


More 


Buffalo are also busy... 


completed cars stream forth from swift moving pro- 
duction lines to all great cities of the East. Many 
cars arrive in port of Buffalo by boat and are trans- 


* 
® 


Huge Steel plants employ high salaried, skilled work- 
men who enjoy high living standards, own good cars, 
refrigerators and their own homes. Buffalo industrial 
wages alone total more than $2,000,000 per week. 


in Buffalo read the Buffalo 


Evening News, Western New York's home newspaper. 
Successful merchandisers have found the Buffalo Eve- 
ning News the outstanding medium in this rich market. 
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ASSOCIATIONS 
TO PRESS FACT 
SEARCH IN '38 


(Continued from Page 8) 
do a better job of promoting and 
selling their medium. The only way 
we can promote. successfully is 
through research and through demon- 
strations of how newspaper space can 
be used effectively. 

“This sort of constructive work, 
which we expect will include investi- 
gation of case histories of individual 
advertisers, both local and national, 
is bound to prove a valuable service 
to everyone who invests a dollar in 
advertising.” 


Predicts Gain for ABP 


Pruspects are bright for an _ in- 
crease in the 1938 advertising 
volume of Associated Business Paper 
members, according to E. H. Ahrens, 
ABP president. 

Credit for this increase, Mr. 
Ahrens suggested, was due in part 
to dramatic advertising, emphasizing 
that “now as never before worth- 
while business papers are equipped 
to perform unique and necessary ad- 
vertising functions.” 

“Internally,” he added, “we have 
sought further to heighten our stand- 
ards of publishing practice. Chances 
are that this work on standards will 
go much further in 1938.” 

W. Rex Bell, president, Outdoor 
Advertising Association of America, 
reported that “because of the co- 
ordinated effort of those factors that 
make up the selling and operation 
of outdoor advertising, the industry 
in 1937 enjoyed a tremendous in- 
crease in billing. 


Outdoor Outlook Rosy 


“With continued improvement that 
is being made in the plant facilities 
and the continued policy of equality 
of treatment to all advertisers and 
aggressive presentation of the me- 
dium’s values, the industry already 


Discover this 


BALANCED tarket 
IN THE RICH JAMESTOWN AREA 


If you are looking for a 
prosperous market with high 
sales potentials, but which 
has been largely overlooked 
by advertisers, consider the 
Jamestown area, covered by 
WITN. serving 400,000 people. 


As the only station giving 
regular consistent service, 
where diversified industry, 
agriculture, oil, and _ resort 
activity abound, WJTN can 
carry your sales messages 
with assurance of results. 


With this wide variety of 
business as a basis for in- 
come, the Jamestown region 
is a stable, year-round sales 
producer for any advertiser 
using WJTN consistently. \ 


Here is that choice radio 
“buy” you have been look- 
ing for, since WJTN combines 
a low-rate with wide-cover- 
age, in an extraordinary de- 
gree. For only $40 your sales 
messages will be spot-lighted 
in this lush market that 
counts WJTN as a personal 
friend. 


Write direct to Jamestown, 
N. Y. (or Paul Raymer Co.) 
for full details about avail- 
able time, tested programs, 
etc. 


Serving 400,000 people in New York 
and Pennsylvania. 


Refrigerators With 
Radios Are Popular 


Chicago, Dec. 29.—Since 60 
per cent of the housewife’s 
working time is spent in the 
kitchen, she likes her radio 
within easy reach, Crosley Dis- 
tributing Corporation has 
found. Dealers attending the 
showing of 1938 models of 
Crosley Shelvador electric re- 
frigerators, the company re- 
ported today, placed orders for 
89.5 per cent of the deluxe 
models to be equipped with 
radio and 42.5 per cent of the 
standard 5 and 6 cubic models 
to be so equipped. 


is assured a larger volume of busi- 
ness in 1938 than in 1937.” 

An important 1938 objective of the 
Southern Newspaper Publishers As- 
sociation will be to develop regional 
promotion plans, according to Ted 
Dealey, SNPA president. This drive, 
Mr. Dealey said, will be in addition 
to the continued interest in construc- 
tion of Southern pine newsprint 
mills, and will not conflict with the 
contemplated campaign of the ANPA 
Bureau on behalf of all newspapers. 


Cites Self Control 


Mr. Dealey added that “the SNPA 
has worked to convince publishers 
that self-regulation is the best way 
to avoid eventual control of adver- 
tising in many aspects by far reach- 
ing authority of government boards.” 
The SNPA bulletin has and will con- 
tinue to give information along this 
line to member newspapers on ad- 
vertising subjects, he commented. 

The co-operative advertising cam- 
paign of the Advertising Typog- 
raphers Association of America has 
increased appreciation of and de- 
mand for better typography in adver- 
tising, it was pointed out by Albert 
Abrahams, executive secretary. 

Other developments of 1937 include 
the beginning of work on a uniform 
type specimen book for association 
members, an increase in membership 
and continued co-operation with the 
Four A’s. 

The establishment of industrial 
peace in the typography industry, ac- 
cording to Mr. Abrahams, is a major 
accomplishment of the association. 
“As a result,” he said, “there has 
been no stoppage of work or inter- 
ference of service to the customer.” 


Circulation Group 


to Hold Discussions 


Chicago Circulation Round Table, 
in co-operation with the Associated 
Business Papers, Inc., is planning a 
series of panel discussions on circu- 
lation, to be held at the Sky Top Res- 
taurant, Jan. 12, Jan. 26, and Feb. 9. 

The first meeting, to be presided 
over by Virgil Angerman, Science 
and Mechanics, will discuss ‘“‘How to 
Secure New Subscriptions.” J. U. 
Farley, Domestic Engineering, will 
be chairman of the second meeting, 
at which renewals will be discussed, 
and the third meeting will take up 
subscription records, with Frank Kot- 
tra, Heating, Piping and Air Condi- 
tioning, in charge. 


“W orld-H worry Makes 


Reduction in Rates 


Coincident with an increase in 
subscription price Jan. 1, the Omaha 
World-Herald is reducing its national 
line rate to 38 cents. 

The national rate was temporarily 
fixed at 40 cents a line when the 
World-Herald bought the Bee-News 
circulation Sept. 28, making a daily 
circulation increase of approximately 
60,000. Daily circulation currently 
is 190,000 and Sunday, 189,000. 


Paint Companies Merge 

The paint division of Larkin Com- 
pany, Inc., Buffalo, has been merged 
with the Carpenter-Morton Company, 
Boston, and J. Crate Larkin, vice- 
president, secretary and assistant 
treasurer of the Larkin Company, 
will become a director of the Car- 
penter-Morton Company. John Ayr- 


ault, Jr., will continue in charge of 
\the Buffalo division. 


Elliott Named 


Harry Elliott Advertising, Inc., 
San Francisco, has been named West 
Coast representative of MacManus, 
John & Adams, Inc., Detroit. 


Getting Personal 


Christmas Tidings: Henry T. Ewald, Detroit agency leader, played 
the proud grandfather again, leading off with a snappy picture of 
Grandson Teddy Ewald Loud. . . And Allyn Mcintire, v. p., Pepperell 
Mfg. Company, Boston, hung his holiday greeting to a holly-draped 
Christmas lantern. . . A photographic melange found Porter F. Leach, 
of Ryan, Leach & Goode, New York and Chicago sales counsellors, 
personally presenting wishes “for a bigger and better 1938.” . . Three 
bandsmen tooted a vibrant salutation for H. W. Schwartz, g.a.m., C. G. 
Conn, Ltd., Elkhart, Ind. . . Stuart Peabody, a. m., The Borden Com- 
pany, New York, tied a paint brush to a ripping fine cow’s tail to 
spread his message far, wide and red... And Van Sant, Dugdale & Co., 
Baltimore agency, grouped the whole staff in a cartoon-client scene 
to gang up on a cheerful “Merry Christmas.” Walther Buchen, Chi- 


ADVERTISERS ALL DRESSED UP FOR PLAY 


The candid cameraman snaps an intimate scene from the melodrama produced at 

the Christmas party of the Cincinnati Association of Industrial Marketers as Mama 

Whipplethrush (Herman Klein, Cincinnati Milling Machine Company) seeks to 
protect little Ernestine, played by Al Bicknaver, The Bohnett Company. 


cago agency prexy, presented a simple and effective ‘Merry Christmas.” 
...O. 8S. Tyson and Company, New York, borrowed a venerable etching 
from a client to lead off a mellow message. .. J. C. Menkin, head of 
the New York agency, stepped out with startling “Greetings” in Christ- 
mas red. . . Ray Schaefer, Marshall Field & Co. p. d., took James 
Howard Kehler’s creed of good fellowship for his Christmas message... 


More Tidings: Sherman Sexton, prexy of John Sexton & Co., 
Chicago, also took the friendship theme in a warm holiday message 
to his broad circle. . . Bill Wolff, Western Electric Company, New York, 
a. m., purveyed true peacefulness with a scene from a serene New 
England town. . O. C. Harn, the ABC boss, combined his Yuletide 
greetings with a reminder of his recent household moving and a “picture”’ 
of the new spot. .. Jim Mangan, Mills Novelty Company a. m., with his 
family, wrapped greetings around a spring flower. .. And Wallace Meyer, 
Reincke-Ellis-Younggreen & Finn, Inc., v. p., went into seclusion on 
his new farm and a friend “wrut” a poem for the Yule. .. Leon H. A. 
Weaver, a. m., Superheater Company, New York, also waxed warmly 
poetic in a holly-decorated message. .. With “all the staff,” Larry Selz, 
Chicago publicist, issued a tear sheet with illustration to say “Merry 
Christmas.” . .. Cleveland Twist Drill’s George H. Corey got a staff 
of gnomes to paint a bright New Year’s picture. .. And H. Wesley 
Webb hewed to the AT&T theme with Santa’s ink bottle on_an open 
telephone directory. . . Out to the sea for smooth holiday sailing went 
an oil painting for A. C. Wilby, Carnegie-Illinois Steel Company ad 
exec. The “family” in person sang holiday greetings for Richard 
Denman, a. m. of the Troy division of American Laundry Machinery 
Company. .. Dorothy and Roscoe Segar (Segar Advertising, Portland, 
Ore.), dispatched a double card topped off with a “collosal, gigantic 
New Year.” . 


Friends of Joe Finn, v. p., Reincke-Ellis-Younggreen & Finn, Chi- 
cago agency, learned from his Christmas card that ‘“O-K-I” is Blackfeet 
Indian for “good wishes.” ... Glen Buck, Chicago agency head, took time 
out to write all of his friends in long-hand, wishing them a Merry 
Christmas and Happy New Year. . . Norman Gregg, Chicago publicist, 
went 50-50 with Dorris Gregg, the twain presenting an amusing soliloquy 
on their Christmas card... 


Bill Rambeau, Chicago radio rep, let the wife and three attractive 
daughters in on his Christmas card, an artist conspiring with the 
photographer to garb the quintette in dress of all nations. . . Bill Cart- 
wright, Rambeau’s ace salesman, had an artist draw his rugged features 
on a Christmas card. It was Bill, all right... Helen Virginia Randolph, 
stylist for Underwood & Underwood, Chicago, used a photographic con- 
ception of the scene of the nativity. .. Lewis Goodkind, of Burnet-Kuhn 
Advertising Company, Chicago, let Ruth, Anne and Kenneth share his 
Christmas card, the names being arranged in the form of a brave 
pyramid. . . 


While most people were thinking of Yuletide and Christmas chimes 
last week, Standish Marsh, J. Walter Thompson Company, New York, 
was occupied with bells of an entirely different kind. You know, 
those of the matrimonial variety. . . 


Down at Atlantic City this week Frank Coutant (Brown & Tarcher), 
retiring prexy of the American Marketing Association, performed a bit 
of expert fencing with what threatened to be a delicate subject. A 
smoker was scheduled for Monday night and on the program was to be 
shown a movie entitled “She Couldn’t Say No!” Most of the convention 
guests put two and two together, raised their eyebrows, but didn’t 
object—and it remained for Prexy Coutant to explain hastily that the 
“smoker” was really an informal reception to which ladies were cor- 
dially invited; and the film was a dramatization of feminine shopping 
habits presented by du Pont... 

Marking 20 years of specialized service in the industrial adver- 
tising field, Russell T. Gray, Inec., Chicago, tendered a luncheon last 
week to business publication representatives in Chicago who have been 
selling space in that medium for at least 20 years. Win (Pop) Conley, 
McGraw-Hill, was given a medal of recognition for having the longest 
record of industrial advertising space selling of the 29 men present. 
He started with The American Wheelman in 1893. A. C. Boughton, 
The Manufacturers Record, with a record of 48 years, but not exclu- 
sively in the advertising branch, and A. T. Murphy, publisher of Black 
Diamond, 44 years, also presented long records of service in the busi- 
ness paper field. . 


Fred E. Clark 
Is Named New 
AMA President 


Atlantic City, Dec. 29.—Skilled ang 
experienced marketing strategists 
are worth at least as much to busi- 
ness men as they pay lawyers, Frank 
R. Coutant, Brown & Tarcher, Inc,, 
New York, declared tonight at the 
annual dinner of the American Mar. 
keting Association, in his farewell] 
address as the organization’s first 
president. 

Fred E. Clark, Northwestern Uni- 
versity, was elected to succeed Mr. 
Coutant. L. E. Scriven, Batten, Bar- 
ton, Durstine & Osborn, Inc., Chi- 
cago, and Howard T. Hovde, Whar- 
ton School of Finance, University of 
Pennsylvania, were named vice-presi- 
dents; and Albert Haring, Lehigh 
University, and John Karol, Colum- 
bia Broadcasting System, were re- 
elected secretary and treasurer re- 
spectively. Wilford White, United 
States Department of Commerce; 
Harry H. Tosdal, Harvard Univer- 
sity, and Paul D. Converse, Univer- 
sity of Illinois, were elected direc- 
tors. 


Suggests Market Clerkships 


Discussing the outlook for a career 
in modern marketing, Mr. Coutant 
asserted that today there is an actual 
scarcity of competent teachers and 
practitioners in relation to the de- 
mand. An appreciation of the value 
of the marketing expert’s services, 
however, must still be impressed on 
business executives, he indicated. 

“How far the universities can go 
in training marketing technicians, 
how much of the finished process 
must be left to practical experience, 
remains an unsolved problem,” he 
said. “Perhaps the answer is in a 
system of clerkships such as must be 
served by embryo lawyers or other 
technicians. The universities alone 
cannot work it out, but we who are 
practitioners, can help them do it. 
Part of our responsibility is to pro- 
vide our well-trained successors.” 


| ee Sieve Uses Film 


Lord & Taylor, New York depart- 
ment store, has introduced a new 
type of advertising with the installa- 
tion of an automotion, continuous 
16 mm. motion picture projector, 
which shows pictures of skiing and 
winter snow scenes on a daylight 
rear projection screen. It will also 
be used to show sports of the South. 
The installation was made through 
Advertising Projectors, Inc., New 
York. 


WBS Places ’37 Disc 
Time at $10,000,000 


More than 30,000 hours of time 
over 485 United States radio stations, 
with approximate value of $10,000,- 
000, were bought by national and 
regional advertisers to broadcast 
World Broadcasting System tran- 
scriptions during 1937, WBS has re- 
ported. 

This represents an increase of 20 
per cent over 1936. WBS reported 
120 national and regional advertisers 
participated. 


Magazines Merge 
Ramsay Oppenheim Publications, 
San Francisco, Cal., has merged its 
mid-month News Review with West- 
ern Advertising. The combined pub- 
lication will appear semi-monthly. 


Rex Ceder Opens Office 


The new agency of Rex Ceder, 
with offices in the Bartholomew bldg. 
at 205 E. 42nd street, New York, will 
begin operations Jan. 3. The agency 
of Yarrington & Ceder, which was 
formerly located at 34 Park Place, 
has been discontinued. 


Gets “Post-Register” 
Bryant, Griffith & Brunson, Inc., 
New York, newspaper representative, 
has been appointed to represent the 

Post-Register, Idaho Falls, Idaho. 


—— 
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48 COPY MUST 
HiT HARD, SAY 
AGENCY HEADS 


(Continued from Page 2) 

Howard D. Williams, vice-presi- 
dent and general manager, Erwin, 
Wasey & Co., Inc.: 

“The advertising budgets of our 
clients have been set for the first 
six months of 1938. In most in- 
stances the appropriations will at 
least equal those for the same period 
of 1937. In some cases increased 
expenditures have been authorized. 

“Schedules have been made up for 
the first three months of 1938 on a 
flexible basis that enables increased 
expenditures quickly if business con- 
ditions warrant. We believe that 


' 1938 will prove a satisfactory year, 


' Brooke, Smith & French, Inc., 


regardless of a _ possible slowing 
down of business in the early part 
of the year.” 


Local Knowledge Needed 


Willard S&S. French, president, 


De- 


} troit: 


“In general advertising, 1937 has 
continued the trend of 1936 toward 


' highly competitive selling copy, with 


» human interest. 


a premium on resourcefulness and 
We see no reason 


} to believe that this trend will not 
' continue in 1938, with the emphasis 


Dan a ee 


sb Rant 


' day-to-day 
) Never 


on advertising that sells goods. 
“There is no doubt that business 
is watching with more than ordinary 
care both its own Operations and 
developments outside. 
before, perhaps, has it been 
tuned to adjust itself so quickly to 
changes in management, production 
and marketing strategy. We believe 
that the only true index to general 
conditions is to be found in such 


_ knowledge of local conditions.” 


Cites Rise of Pictures 


George Ketchum, president, Ket- 


‘chum, MacLeod & Grove, Inc., Pitts- 


burgh: 

“Every advertising man is alive to 
the growing trend toward photog- 
raphy, further accentuated in 1937, 
not only in the large number of pic- 
ture magazines and the increased 
use of pictures by other publications, 
but the adaptation of the same pic- 
ture-and-caption technique to the 
advertising pages themselves. Long- 
range students of advertising may 
well wonder as to the ultimate effect 
of this movement on the magazines 
whose chief dependence is copy, 
rather than art. 

“In 1987 we have seen a growing 
appreciation of the part which public 
relations play in industry, and the 
hecessity for industry to improve 
those relations by every possible 
means. There are indications that 
more corporations will do what’some 
corporations have been doing in 
their advertising—that is, interest 
the public as much in the maker of 
the product as in the product itself, 

“Although our own prospects are 
better than they were a year ago, the 
general business picture is far less 
tosy than it was then. Advertising 
Men generally should give thanks, in 
these closing days of 1937, that the 
year saw a diminution in the number 
and scope of ‘silly’ campaigns.” 

James T. Aubrey, president, Au- 
trey, Moore & Wallace, Ine., Chi- 
tago: 

“The continuance in most lines of 
tealthy earnings throughout the first 
=— 
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exaggerated to make other legiti- 
mately advertised products suffer. 
Copy is likely to be much more sen- 
sible in the future. 

“West Coast agencies with sec- 
tional accounts, however, are con- 
fronted by one major problem. That 
is, the obtaining of adequate network 
time for evening radio advertising. 
This is due to a rising demand for 
radio advertising and to an increase 
in transcontinental programs.” 


The rates for this department are as follows: 


“Help Wanted,” 
“Representatives Available,” 
cash with order. 


All other classifications (single insertion rates): 


$4.75 per inch. 
insertions. 


“Positions Wanted,” 
30 cents a line, minimum charge $1. 


“Representatives Wanted,” and 


Terms 


% in., $2.75; 1 to 3 in., 


Write for descriptive folder describing discounts for term 


HELP WANTED 


MISCELLANEOUS 


Publicity man desired by fully recog- 
nized middle west agency. Principal 
activity will be in agricultural field. 
Must be experienced—clever writer— 
capable of personally contacting agri- 
cultural publishers and editors—able 
to prepare feature articles. Engineer- 
ing background preferable. Write 
fully, experience and qualifications. 

Box 1305, ADVERTISING AGE, Chgo. 


POSITIONS WANTED 


Research engineer, market analyst, 
assistant editor or copy writer, fully 
qualified, national reputation, would 
like to arrange interview. 


Box 1307, ADVERTISING AGE, Chgo. 


PRODUCTION EXECUTIVE 
who wants Happy New Year can have 
same by becoming familiar with and 
making sure his staff is cognizant of 
newest process for reproducing illus- 
trated advertising material without 
typesetting or engraving expense. 
300 COPIES (8%x11”) $2.50 
Additional hundreds only 25c 
Lower prices for big orders 
All sizes furnished. Write for samples 
Laurel Process, 480 Canal St., N. ¥. C. 


PHOTO POST CARDS 


SEND FOR FREE SAMPLES OF OUR 
NEW PHOTO AD-CARD. A new and 
novel idea in selling that brings re- 
sults. Don’t overlook this opportunity 
for additional profits. Write today. 
GRAPHIC ARTS PHOTO SERVICE 
3rd & Market Sts., Hamilton, Ohio 


three-quarters of 1937 undoubtedly 
eased to some extent the pressure 
put on copywriters and layout men 
beginning in 1934 to produce hard- 
pan selling copy and brutal type and 
art dress. Many advertisers found 
that restraint and pleasing appear- 
ance can also prove effective. 

“There was, too, a lessening in the 
number of scare campaigns and 
pseudo-scientific and quasi-medical 
themes. This healthful tendency will 
probably continue in 1938. 

“The continuance of institutional 
advertising will probably be largely 
dependent on the new tax laws and 
their influence upon the disburse- 
ment policies of corporate business. 
But good selling copy will continue 
to be in major demand and to be 
good it must faithfully reflect the 
real desirabilities of the product or 
the features of its distribution.” 


Public Service Stressed 


W. C. D’Arcy, 
Advertising 
Louis: 

“In spite of the casual comment 
about advertising’s being an expense 
or a waste, I think the business of 
advertising is slowly—perhaps ever 
so slowly—making its contribution 
felt as a fundamental means to put 
men from one place to another 
where they can be more effective 
and to translate or transfer services 
of one kind or another from one 
place to another where they will be 
more productive. 

“All of this quickly makes the 
point self-evident that progress has 
been made over a long period even 
though difficulties confronted the in- 
fant industry. Our business for 1937, 
I think, will represent our best 
year.” 

William M. Mumm, president, 
Mumm, Romer, Robbins & Pearson, 
Inec., Columbus: 

“We are still bullish on the United 
States. We believe the present con- 
dition is temporary. The prospective 
armament increase will be a definite 
help for farmers, while the banking 
situation and other trends promise 
improvement. The year may show 
less in total than 1937, but better 
average levels will prevail than at 
present. 


president, D’Arcy 
Company, Ine.,_ St. 


Copy Needs “Fumigation” 


“Copy trends need fumigation to 
restore the consumer’s lost confi- 
dence in advertising. Claims that 
certain cigarets will cure fallen 
arches or that. Blank’s lipstick will 
make a hump-backed, cross-eyed 
woman beautiful are the type of 
advertising which is. killing the 
goose that lays the golden egg for 
publishers, advertisers and agen- 
cies.” 

J. L. Killeen, president, Fitzgerald 
Advertising Agency, Ine., New Or- 
leans: 

“We are much interested in the 
growth of a new type of institutional 
advertising selling American busi- 


ness to the consumer, although our 
own clients have as yet made no 
such appropriations. 

“We find clients maintaining or 
increasing their budgets. One major 
account has gone up 10 per cent, 
others as much as 60 and 100 per 
cent. 

“Copy effectiveness must be in- 
creased by careful study before pub- 
lication to avoid federal interven- 
tion. Some puffing can be expected 
of the seller to counteract depreca- 
tion of the buyer, but self-regulation 
must minimize this. Vigilant scru- 
tiny by courageous publications, fair 
minded advertisers and agencies can 
provide concerted effort that will cut 
down other regulation. Our aim will 
be truthful, pleasant and convincing 
copy, avoiding exaggerations and dis- 
agreeable appeals.” 

Allan C. Gottschaldt, president, 
Gottschaldt-Humphrey, Inc., Atlanta: 

“Business seems ready and willing 
to go ahead, awaiting only assur- 
ances from Washington which 
logically should be soon forthcoming. 


Sees Record Prospects 


“It is not at all improbable that 
the spring of the coming year will 
witness a volume of advertising un- 
paralleled in recent years. Certainly 
our Own current volume of work is 
heavier than at any time during 
1937.” 

M. C. Nelson, president, Gillham 
Advertising Agency, Salt Lake City: 

“General and local advertising in 
the inter-mountain territory main- 
tained its fine record in 1937. The 
chief disturbing factor is the ten- 
dency on the part of some national 
advertisers to use exaggerated 
claims which in the minds of intelli- 
gent people are ridiculous. This 
type of advertising breaks down the 
fiber of all advertising and naturally 
imposes a handicap upon the adver- 
tiser who attempts to do a sincere 
and truthful job. 

“This tendency has increased to 
the point where organized groups of 
women are openly resisting advertis- 
ing and the purchase of advertised 
commodities. It is also leading to 
regulation by legislative bodies, at- 
tempts which were unheard of a few 
years ago. Unless misleading, exag- 
gerated, untruthful and _ ridiculous 
advertising claims are eliminated, 
Wwe may as well expect further at- 
tempts at regulation and further 
resistance from the buying public.” 

Emil Brisacher, president, Emil 
Brisacher & Staff, San Francisco: 

“To date we have had but one de- 
crease made in the 1938 appropria- 
tions of the accounts which we 
service. Others are increasing or 
holding to the same level. 

“Advertising in 1938 appears to be 
on the defensive. Reaction to this, 
I believe, will bring an increase in 
factual copy, rather than flamboyant 
appeals. In regard to the latter, it 
appears that the advertising of a few 
commodities has been sufficiently 


Pre-Testing Is Stimulated 


David M. Botsford, president, Bots- 
ford-Constantine & Gardner, Port- 
land, Ore.: 

“It looks like the business down- 
turn will have a good reaction upon 
advertising, resulting in a greater 
effort to pre-test copy and all kinds 
of ideas whenever possible. 

“Prospects for advertising volume 
on the Pacific Coast look bright, 
especially if laws taxing farmers for 
the advertising of agricultural prod- 
ucts are found constitutional. The 
field has just been scratched in farm 
product advertising. In connection 
with our home economics activities, 
we have just opened one of the most 
complete food testing kitchens in 
the country.” 

G. W. Brown, president, Cockfield, 
Brown & Co., Ltd., Montreal: 

“Renewals received so far for 1938 
indicate that advertisers are consid- 
ering carrying on for next year on 
the same basis as 1937.” 


Early Opening 
of San Antonio 


Drive Planned 


San Antonio, Dec. 30.—Plans for 
early launching of San Antonio’s 
national advertising campaign were 
given marked impetus today when 
the recently-voted special tax for the 
campaign was placed at 3 cents per 
$100 property valuation. 

The advertising ordinance permit- 
ted an assessment up to 5 cents and 
the 3-cent rate was decided upon at 
a conference of the city tax com- 
mission and the special advertising 
advisory committee headed by Frank 
G. Huntress, president and general 
manager of the Express Publishing 
Company. Under this program, be- 
tween $50,000 and $60,000 is expected 
to be available for the campaign. 

While the tax will not be collected 
until next summer, the city, it was 
revealed at the meeting, intends to 
open the campaign shortly, with 
space payments to be arranged on 
the basis of the projected tax. Set- 
ting the exact amount of the tax will 
give a sound basis for this projec- 
tion, it was pointed out. 


Bingham in Control 
of Louisville Papers 


Control of the Louisville Courier- 
Journal and Times, as well as radio 
station WHAS, is vested in Barry 
Bingham, son of the late publisher, 
by the will of Robert W. Bingham, 
filed for probate last week. Barry 
Bingham has been co-publisher of 
the paper. 

Judge Bingham’s estate is valued 
at $4,625,000. Trusts consisting of 
3,000 shares of preferred stock in the 
publishing company are established 
for two other children, Henrietta and 
Robert, under the will, with their 
brother as trustee. 


Commonwealth Promotes 


Charlie McCarthy Rival 


Commonwealth Mfg. Company, Cin- 
cinnati, is planning to promote mail 
order sales of Willie McGregor, card- 
board dummy, as a rival of Charlie 
McCarthy. 

An extensive magazine and news- 
paper campaign will be used. Willie 
will sell for $1. 


Dimm, Hyde Appointed 

Gardeners’ Chronicle of America, 
New York, has appointed A. R. and 
S. Gordon Hyde, Chicago, and Walter 
R. Dimm, Portland, Ore., as adver- 
tising representatives in the Mid- 
western and Pacific Coast territories. 


Grobe Resigns 


A. J. Grobe has resigned as space 
buyer for Reincke-Ellis-Younggreen 
& Finn, Chicago, effective Jan. 15. 
He was formerly space buyer for 
Green-Fulton-Cunningham. 


Ex-Leader of 
St. Louis Star 
Dies on Visit 


St. Louis, Dec. 27.—Funeral serv- 
ices were held here today for Ed- 
ward S. Lewis, 89, former president 
of the St. Louis Star, now the Star- 
Times, who died of a heart attack 
Christmas day. Mr. Lewis was in 
St. Louis on a visit from New York, 
where he made his home after retir- 
ing three years ago. 

Mr. Lewis was a commanding fig- 
ure in the St. Louis business world 
when, in 1913, his close friend, John 
C. Roberts, president of Roberts, 
Johnson & Rand, shoe manufactur- 
ers, purchased the local newspaper. 
Mr. Lewis bought a block of stock 
and at the request of Mr. Roberts, 
assumed the presidency of the com- 
pany. During his tenure of that of- 
fice, he played an important role in 
local and state politics. 

Mr. Lewis was also one of the 
country’s leading genealogists and 
was noted as an authority on the life 
of George Washington. 


ALASKAN PUBLISHER 
STRICKEN ON VACATION 


Phoenix, Ariz., Dec. 27.—Robert 
W. Bender, 41, publisher of the Ju- 
neau Daily Empire, was found dead 
yesterday in a hotel bathroom. An 
autopsy showed that death was due 
to a chronic illness. Mr. Bender, 
who was here on a vacation, was a 
son-in-law of Gov. Joseph W. Troy, 
of Alaska. 
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Jnember ABC and ABP 
Published by JOHN WILLY, Inc. CHICAGO 


HOTELS 
THE HOTEL MONTHLY 


CUp, 
‘STATS cr 


—WITH 


CORRECT 
PERSPECTIVE 


You can do a lot for a 
layout or a finished job 
with a curved ‘stat, made 
of straight type—BUT— 
BE SURE YOUR PER- 
SPECTIVE IS CORRECT! 
Rapid's curved ‘stat PER- 
SPECTIVE is scientifically 
right! This is one of doz- 
ens of Rapid innovations. 
Ask Rapid to show you 
all of them—save time, 
save money! 


RAPID 


COPY SERVICE CO. 


7 BRANCHES: NEW YORK, 415 Lexing- 
ton, 444 Madison, VAnderbliit 3-3680. 
CLEVELAND, Ninth — Chester Bidg., 
MAin 9335 e CHICAGO, (10 So. Dear- 
born, 228 No. La Salle, 360 No. Michigan 


Ave., 173 W. Madison St., STAte $977. 
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January 3, 1938 


Electric Range 
Show a la Auto 
Field Planned 


(Continued from Page 1) 


economy and cleanliness” of the new 
electric range models. In this con- 
nection, the bureau intends to in- 
augurate a “National Electric Range 
Spring Showing,” after the manner 
of automobile shows as a concrete, 
concentrated point-of-sale effort. 


Use Local Promotion 


With respect to electrical refrig- 
eration, it is planned to localize the 
promotions, which will be patterned 
after newspaper campaigns conduct- 
ed during a six-week test period in 
Dallas and Oklahoma City last fall. 
In the latter case, it was reported, 
the campaign resulted in an increase 
of 40 per cent in sales over the same 
weeks of the previous year. While 
they will be aided by a plan book 
and other technical material to be 
furnished by the bureau, the local 
campaigns will be directed by city 
electrical leagues or associations 
rather than by the national organ- 
ization. 

Promotion of the third kitchen de- 
wice, the electric water heater, will 
be intra-industry, it was announced, 
with advertising confined to business 
publications and with general em- 
phasis placed upon the advisability 
of more intensive local promotion of 
heaters by utility companies. 


Give Dealer Prizes 


To stimulate interest in the prod- 
uct, five contests will be conducted, 
providing for individual cash awards 
totaling more than $2,000 and for a 
cup and a national $1,000 prize to 
be awarded to the utility doing the 
best all-round promotion in 1938. 

The integrated campaign will be 
the most intensive and ambitious of 
its type ever undertaken by the elec- 
trical] industry, the bureau maintains, 
and will embrace special promotion 
of the idea of the “modern electric 
kitchen.” The Ralph H. Jones Com- 
pany, Cincinnati, is the agency in 
charge. 


Ethyl Advances Kaley 


Harry W. Kaley has been appointed 
general sales manager of Ethyl Gas- 
oline Corporation, New York. He 
has been with the corporation for 
11 years, as advertising manager 
and assistant sales manager. 


2/3 of All 
U.S. Freight 


Is originated by 
TRAFFIC WORLD 
($10 a year) indus- 
trial subscribers—the 
biggest customers for 
transportation and 
freight handling serv- 
ices, packing mate- 
rials. industrial sites, 
and other  shipper’s 
essentials. 


It's logical to tell 
your story for prod- 
ucts or services used 
by shippers in: 


ABC — ABP 


Traffic 
World 


Write for Survey 
CHICAGO 

418 S. Market St. 
NEW YORK 

512 Fifth Avenue 


RETAIL LINEAGE 
GAIN FOR YEAR 


IS SET AT 2.4% 


Chicago, Dec. 30.—Reversing the 
trend of recent weeks, retail news- 
paper lineage last week scored a 
gain of 1.4 per cent over the corre- 
sponding week of 1936, and wound 
up the 52-week period ended Dec. 25 
with a net gain of 2.4 per cent over 
the previous year, the ADVERTISING 
AGE Index of Retail Activity shows. 

For the 52 weeks ended Dec. 25, 
1937, the newspapers in 79 major 
cities measured by the Index carried 
a total of 1,058,846,325 lines of re- 
tail display advertising, compared 
with the 1936 total of 1,033,571,333 
lines, for a gain of 25,274,992 lines. 
For 1937, the gain was 9.6 per cent 
over the 1935 total. 

For the last week of the 52-week 
period, newspapers in the Index 
cities carried 21,318,526 lines of re- 
tail display advertising, compared 
with 21,021,759 lines during the 
same week of last year. 

During the first six months of 
1937 substantial gains were recorded 
over the 1936 figures, but shortly 
after the middle of the year the In- 
dex began to reflect the downward 
trend of business conditions, with 
the result that much of the gain 
registered in the early part of the 
year was wiped out. 

Another important contributing 
factor to the small percentage of 
gain for the year is the fact that in 
a number of the Index cities, two 
or more publications were merged 
or discontinued, with a consequent 
natural decrease in total retail line- 
age for the market. 

Gains were established in 34 of the 
52 weeks this year, while losses 
were recorded in 18 weeks, accord- 
ing to the following table showing 
percentage of gain or loss over 1936, 
for each week of this year: 
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LAY-TITE DECALCOMANIA TRANSFERS 


LAY-TITE decals are “laying 
‘em low’ with new styling, new 
brilliance, new richness and 
depth of color! A KNOCKOUT 
PREMIUM for home decoration 


beautiful designs easily 
transferred to walls, chairs, 
beds, cupboards, etc. We cre- 


ate what you need. 


We make all types of decals for 
trucks, industrial products, toys, 
etc. TEN-DAY TO TWO-WEEK 
DELIVERY! Let us solve your 
decal problems ... at a saving! 
Write us today! 

« 
AGENTS: Here are FIVE lines in ONE! 


And every one a sure-fire answer to com- 
petition! Write for full details. 


Wish you all a Happy New Year 


A Novel Gift—“Naughties” 


“NAUGH- 
TIES,’ they 
are called, for 
the demure 
little girls 
from foreign 
lands are 
very modest 
when viewed 
from the 
front in their 
native costume. From the back, well 
that’s a bit different! Gayly colored 
DECALS do the trick . . , and this 
set of ‘‘bare-back girls’’ are of a new 
and distinctive raised type that give 
reality to the figures. A set of six 
LIBBY GLASSES, 10 oz. size for only 
$1.50 postpaid If you have your 
own glasses ... just get a set of 
the 6 DECALS for 50c and apply 
them yourself . . . it’s simple! 


We Also Manufacture: 
SILK SCREEN PROCESS DISPLAYS 
Complete Creative Art Staff. 
FELT PENNANTS in all sizes. large and 
small. Let us quote you! 
CLOTH BANNERS. 


Just ask us! 


THE LAY-TITE 


Markets 


Index of Retail Activity in 79 Important 


Based on total retail advertising volume in all newspapers in each city. 


(Copyright, 1938, by Advertising Publications, Inc.) 
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1455 S. MICHIGAN AVE. 
CHICAGO, ILLINOIS 
Tel. Cal. 5211 
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52-Week 52-Week 52-Week or Loss’ or Loss 
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Se eeeeaey 13,859,930 13,818,924 16,148,160 +16.5 +16.9 329,344 304,290 —r—) Whe 
SS 10,516,903 10,580,238 10,844,330 +3.1 + 2.5 199,710 206,730 +358 
Des Moines, Ia......... 6,646,665 6,672,903 6,804,609 +2.4 +1.9 147,266 143,713 —24 
TrOCPORe, BESGR,  oacccvcde 21,385,711 22,910,336 23,356,465 +9.2 +1.9 485,855 413,828 —14uie T 
PMs a eee eee er 230,615 221,809  —3iBB pro, 
0S Eee 7,110,754 7,866,162 9,657,652 +35.8 + 22.8 163,772 217,252 +3218 
Evansville, Ind, ...... 12,634,160 13,574,596 13,394,920 +6.0 —1.3 308,406 310,212 +04 g a5 ‘ 
Fall River, Mass...... 3,344,157 3,555,103 3,554,226 +6.3 7 57,828 62,497 adv 
| ere 8,475,558 9,471,616 9,564,520 +12.8 +0.9 190,400 182,784 
Fort Wayne, Ind...... 11,069,471 12,134,709 12,257,925 +10.7 +1.0 239,708 236,096 
ie Se --- 5,863,502 6,602,442 7,374,673 +37.5 +11.7 155,755 156,531 
Grand Rapids, Mich... 8,941,848 10,065,188 10,848,664 +21.3 +7.8 225,820 184,982 
Greenville, S. C.......- 6,189,294 6,376,397 7,097,159 +14.7 +11.3 177,072 201,838 
BROUSIOR, TOR, .iiccvscs 13,588,932 15,482,115 17,107,314 + 25.9 +10.5 376,306 399,588 
Indianapolis, Ind, ..... 17,156,126 18,884,664 19,497,595 +13.6 +3.2 413,211 385,966 
Jacksonville, Fla. 8,168,524 8,733,732 9,358,650 +14.6 +7.2 196,336 235,592 
gereey City, WN. de ccccs 2,409,841 2,486,681 2,435,327 +1.1 —2.1 45,594 61,183 
Kansas City, Kans.... 2,332,078 2,638,524 2,857,714 + 22.5 +9.4 68,355 78,666 
Knoxville, Tenn. ...... 9,246,640 10,247,699 11,296,810 + 22.2 +10.2 236,894 274,988 
Little Rock, Ark....... 9,475,480 9,753,595 9,808,391 +3.5 + 0.6 213,388 196,294 
See Bees. COs 200an das 24,880,531 26,030,912 inns +4.6 419,999 406,101 
Poo ee eee . 10,263,106 10,498,880 10,065,764 —1.9 —4.1 191,996 181,874 
Manchester, N. H...... 3,649,410 3,647,839 3,954,971 +8.4 +8.5 75,364 93,439 
Memphis, Tenn. ....... 11,503,114 12,003,254 12,676,890 +10.2 +5.6 269,528 282,478 
Milwaukee, Wis. ...... 14,129,152 16,566,210 18,966,855 +34.2 +14.5 325,500 417,327 
Minneapolis, Minn...... 14,817,038 15,716,429 15,161,924 +2.3 —3.5 315,817 290,498 
Moline-Rock Island.... 7,895,654 8,879,270 9,460,432 +19.8 +6.5 156,870 158,802 
New Bedford, Mass.... 3,244,853 3,511,962 3,532,844 +8.9 + 0.6 88,606 91,896 
Mew Haven, CORR... ss cesscece 9,531,004 9,741,850 peg +2.2 205,856 216,636 
New Orleans, La....... 18,845,331 20,650,900 21,117,031 +12.1 +2.3 353,553 422,588 
Tew TOFk, NM. ZF occces 62,248,371 69,263,151 68,469,945 +10.0 —1.2 1,146,226 1,192,910 
SBrockign, N. Yow scses 7,117,708 7,433,803 6,237,604 —12.4 —16.1 135,045 70,493 
MOPtGle, VB. iccse secs 9,706,368 10,033,366 9,975,042 +2.8 —0.6 218,680 219,296 
ORRIBOS, CAL. ..6sicses 7,850,238 8,074,094 8,127,659 + 3.5 +0.7 130,400 128,863 —1.Bpria' 
Oklahoma City, Okla... 10,946,495 11,780,059 13,023,990 +18.9 +10.6 263,172 263,424 +0.) Fe 
ly a ee 11,212,169 11,762,178 12,236,113 +9.1 +4.0 256,462 214,865 —16.) bres 
Philadelphia, Pa. ..... 29,600,386 30,669,063 31,528,824 +6.5 +2.8 562,547 586,881 +43 
Phoenix, Ariz. ........ 7,702,955 7,795,620 7,806,246 +1.3 +0.1 157,192 177,506 -+12,qe24n 
Pittsburgh, Pa. ....... 24,014,256 24,666,014 25,935,540 +8.0 +5.1 423,794 416,290 —1,§p0ss 
Portland, Ore, -- ee. 10,855,996 12,705,429 13,172,462 +21.3 +3.7 232,586 226,618 —Zalegis 
Providence, R. I....... 13,966,046 14,075,782 14,358,603 2.8 +2.0 215,665 231,697 +7. : nay 
ROAGING, PR. ..cescese 10,126,350 10,130,276 11,326,458 +11.9 +11.8 219,520 214,214 2. i 
FRRICNMONG, VA. ...ceces 12,504,534 14,016,980 13,819,178 +10.5 —1.4 270,718 292,754 , _o 
Srrocnester, NM. Y...s.. 18,351,075 19,400,832 18,072,694 —1.5 —6.9 319,479 312,157 t a 
Sacramento, Cal, ...... 8,607,916 9,173,640 8,939,997 +39 £—26 165,256 153,202 
San Antonio, Tex...... 5,879,035 6,852,185 6,717,898 +14.3 —1.9 134,260 125,624 
San Diewo, Cal......+% 13,693,348 14,825,950 14,524,686 +6.1 —2.0 307,580 295,960 
San Francisco, Cal..... 14,893,782 16,266,421 16,854,716 +13.2 , +3.6 242,809 268,808 
Seattle, Wash. ........ 10,421,400 10,366,494 10,559,952 +1.3 +1.9 177,828 172,788 
BOUth Bend, ING. ....<- 8,603,488 9,425,839 9,646,831 +12.1 +2.3 172,871 155,676 
Spokane, Wash. ...... 6,966,226 7,704,633 8,002,624 +414.9 +3.9 169,932 154,616 
Bt. TMU, BO. os cc0 vss 17,670,775 19,249,045 19,990,595 +13.1 +3.9 365,115 328,535 
St, Paw), Minn......68% 12,924,228 13,523,846 12,716,816 —1.6 —5.9 253,247 243,319 
Syracuse, NWN. Y.....6.. 11,640,704 12,567,759 12,236,924 +5.1 —2.6 182,273 195,984 
*Tacoma, Wash, ...... 5,518,886 6,599,167 6,425,981 +16.4 —2.6 124,992 122,290 
TOS, Bi. kee cece 6,203,806 6,155,000 6,533,804 +5.3 +6.2 195,063 167,342 
PSE ghee eOes Ae chee es § _ geome ree eth 317,289 262,437 
Toronto, Ont., Can... «+ 22,332,685 21,456,069 20,175,651 +9.7 —5.9 329,799 360,649 
03.) Se Soe eee 4,436,516 4,230,394 4,447,093 +0.2 +65.1 87,514 95,676 
[TUIOG, COMER. 65.060 cawes 9,665,752 10,556,151 10,250,537 +6.1 —2.9 231,938 246,582 
Washington, D. C...... 36,288,856 39,960,930 39,126,166 + 7.8 —2.1 740,659 828,200 
Worcester, Mass. ...... 12,177,320 12,534,944 ~~ 12,886,021 +5.8 +2.8 233,194 251,174 
Youngstown, O. ...... 9,129,158 9,397,748 9,287,089 +1.7 —1.2 133,724 183,964 
UM. fpre share coc leicart 933,306,879  1,033,571,333 1,058,846,325 +9.6 2.4 21,021,759 26,318,526 


tNew York American discontinued June 24, 1937. 
tBrooklyn Times-Union discontinued June 8, 1937. 
§Journal and Sunday American discontinued June 8, 1937. 
*Daily Ledger discontinued June 


23, 1937. 
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Oct. 
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Nov. 
Nov. 
Nov. 
Nov. 
Dec. 
Dec. 
Dec, 
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Sept. 
Sept. 


Individual lineage figures for each 
of the 79 important cities included 
in this Index will be found in the 
tabulation 
this page. 


appearing elsewhere 


Williams Leaves Macy 


TAIN HARNOHROOAWYW 
‘im DOOM Om D WOW 


on 


To Join Bamberger 


Inc., New York, to join 


John C. Williams has resigned as 
advertising manager of R. H. Macy 
= €o,, 
Bamberger & Co., Newark, as mer- 
chandise administrator 


L. 


and execu- 


tive vice-president, effective Feb. 1. 
Mr. 


Williams was 


advertising manager. 


merchandise 
ijcounselor at Macy’s before becoming 


Walker Joins R&R 


Marvin H. Walker, former editor 
and business manager of the Florida 
Grower, Tampa, who recently re- 
signed as secretary and publicity di- 
rector of the Florida Citrus Com- 
mission, has been named manager 
of the Lakeland, Fla., office of Ruth- 
rauff & Ryan, Inc. 


Greenfield Resigns 


Albert E. Greenfield, advertising 
manager of Julius Marcus Labora- 
tories, Inc., Jersey City, has resigned. 
No successor has yet been named. 


Agency for Stirizol 


Stirizol Company, Ossining, N. Y., 
maker of Stirizol and Lanozol, has 
appointed Kimball, Hubbard & Powel, 
Inc., New York, as advertising 
agency. 


Webster Leaves L&T 


Forrest U. Webster has resigned 
as vice-president of Lord & Thoma, 
New York, effective Jan. 1. He cam 
to the agency in June from Cutler 
Hammer, Inc., Milwaukee, where bé 
was in charge of merchandising. He 
is a former president of National It 
dustrial Advertisers Association. 


Perkins Leaves “News” 


E. V. Perkins has resigned # 
Western manager at Chicago for N¢ 
tional Petroleum News, Cleveland. 


@ RETOUCHING 


IN COLOR - BLACK AND WHITE 
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ADVERTISING AGE 


(AY 1938 PLANS 
ON SHORT RANGE, 
FLEXIBLE BASIS 


—= 
(Continued from Page 25) 
© Gain os named by Harold Florsheim, 
~~ vice-president of the Florsheim Shoe 
<3 HB company, as a major factor affect- 
+0) |) ing the company’s advertising. 

+194 Forthcoming plans include contin- 
— ued stress upon economy, with copy 
SB pointing out that in “the extra wear 
—11) of a second pair” Florsheims are ac- 
+25 tyally the cheaper shoe to buy. Style 

+233 


will also continue as a major sell- 
ee ee is point. 
The Florsheim budget will be sub- 


+22 

—0sP stantially the same as in 1937, Mr. 
+0:1— plorsheim added, predicting favor- 
+41% ble prospects for the year as a 
“a 5 whole. 

— A 2 

+35 


New Pepsodent Moves 


if} Two major tests feature the 1938 
ip program of the Pepsodent Company, 
‘Bas outlined by Charles I. Luckman, 
Le p advertising manager. 

‘l) The first of these, due in part to 
‘ithe increasing “awareness” of the 
+05} consumer to advertising, will be a 
Tipiyatest as to the relative merits of 
4-gjpgemotional and factual copy on the 
——Fifporal products. 


+20j§) The second venture will be a six- 
+34)}month trial on the use of poster ad- 
to ertising. Mr. Luckman pointed out 
= hat while the company had used 
_3) this medium some years ago in pro- 
—5iigmotion for its Amos ’n’ Andy pro- 
+23. %eram, the present campaign could 
7s lassify as a test. 

+2°J) Optimistically commenting upon 
4 prospects for the year, Mr. Luck- 
+3! gman said, “We are making plans 
+65@ynich are based upon sales totals 
+1%@ponsiderably above those of 1937. 
_ ikewise, 1937 was a better year 
4ogphan 1936. Our advertising appro. 


—1.§priation has thus been increased.” 
+019 Favorably disposed toward the 
| —161Dresent fair trade laws, Mr. Luck: 
| 124 man added that there was “a strong 
—ipossibility of tighter food and drug 
—Tilegislation. We cannot tell how this 
4may affect our policies, but we are 
“Shoping to be prepared when and if 
ogi arrives.” 


Views Consumer Move 


_g#eaken cognizance of the consumer 
—yeeducation movement is Household 
‘nance Company. R. J. Newman, 
ndvertising manager, pointed out 
hat Household was one of the first 
lajor advertisers to take such rec- 
gnition and would continue to do so 
11938. Present plans, he indicated, 
alled for emphasis upon several 
ypes of copy tests. 

Mr. Newman shared the views of 
‘Many in predicting that business, 


J 
7 
1 
4 
7 
2 
4 
. +10. |, Another organization which has 
8 
6 
6 
5 
9 
4 


54 + 37Mtter a few slow months, should be 
m4 —eevorable. Coinciding with this was 
Saeed 


is comment that the Household ad- 
ertising budget for the next three 
nonths would be somewhat lower 


han for the comparable period in 
1937, 


“There is always a legislative haz- 
td in our business,” he added, “but 
Uh activity affecting our advertis- 
lg has not been substantial during 


L&T 


s resign 
& Thomas 


. He came. 
om Cutler past year. 
where be A report of probable larger ex- 
dising. He—enditures for the 1938 advertising 
lational Itt Swift & Co. accompanied the com- 
‘iation. lent of Leo Nejelski, advertising 
- lanmager. “We do not see anything 

News 
esigned a 

o for - 
eveland. PUBLISHERS 
———=— @ * offer you a unique market analysis 


‘ervice—buying power, readership, ad- 
Yertising effectiveness, etc. 


ARTHUR C. WEICK CO. 
20 W. Jackson Blvd. Chicago 


DISPLAYS 
' Designers & Builders 
NVENTION-EXHIBITS 
“inoow, INTERIOR & TRAVELING DISPLAYS 
AD eee ; 
VERTISER'S DISPLAY STUDIOS 
Wabash Ave. - Chicago, Ill.-Webster 4236 


OPEN NEW CO-OPERATIVE SERIES 


" #2 ; 
Re ee ne | 
ge / 


Ekhardt & Becker Brewing Company and Norge Corporation have launched a 
new series of co-operative posters in Detroit and northern Ohio, with plans to 


extend the series to 93 other 


Michigan markets next spring. 


on the horizon to cause apprehen- 
sion as to the general business pic- 
ture,” he said. 

“Institutional copy,” he added, 
“will continue as a phase of our 
program but its percentage will re- 
main fairly constant. Legislative ac- 
tivity, such as the government 
supervision under which packers 
now operate, has affected our ad- 
vertising in the past, but we do not 
look for any startling developments 
along this line in 1938. In general, 
our policies will be much the same 
as in 1937.” 


Broadens Media List 


A major objective in the program 
set up by Weco Products Company 
will be a broadening of the com- 
pany’s market, according to J. Ken- 
neth Laird, vice-president in charge 
of advertising. 

“This does not imply an increase 
in the amount of competitive copy,” 
he explained, pointing out that copy 
in this field had been and would 
continue to be competitive, “but 
rather an increase in circulation cov- 
ered by our advertising. We will 
schedule a more varied list of 
media.” . 

Price resistance may have been 
over-emphasized as an obstacle in 
the past, Mr. Laird indicated, as- 
serting, “We feel that many more 
consumers can purchase a 50-cent 
tooth brush than have as yet done 
so. We are also inclined to believe 
that our product is not as hard to 
sell as we have sometimes thought 
in the past.” 

Final returns for 1938 should com- 
pare favorably with 1937, he added, 
although admitting that the first few 
months might be slack. “Our bud- 
get will be approximately the same 
as for this year,” he added. 

La Salle Extension University will 
increase its appropriation for 1938 
and will also devote more attention 
to “reason why” copy, Elon G. Bor- 
ton, advertising manager, reported. 

“We also plan to continue our 
present policy of testing several 
types of copy approaches,” he said. 

Others to report favorable sales 
prospects and continuation of strong 
advertising programs were C. L. Os- 
trom, advertising manager, Morton 
Salt Company, and H. L. Nehrbass, 
advertising manager of the Simoniz 
Company. 

A picture of today’s consumer as 
“a sophisticated buyer, on the alert 
for deception and unwarranted ex- 
aggeration in advertising,’ was set 
forth by Ernest B. Loveman, adver- 
tising manager, Philco Radio & Tele- 
vision Corporation. 

“TI don’t know of any time when 
advertising that smacks of the 
‘phoney’ 
than now,” Mr. Loveman asserted. 
Philco plans an advertising increase 
for 1938, he added. 

“All Philco advertising,” he ex- 
plained, ‘“‘will be projected upon a 
short-range basis. During these ever 
changing times, a corporation deal- 
ing with the public at large must 
be flexible, easily adaptable in vary- 
ing trends and conditions.” 

Institutional advertising, he added, 
has been omitted from the program 
because “we still believe that the 
public is much more interested in 
the product it buys rather than in 
the company that sells it.” A gen- 
eral decision on the part of mer: 
chandisers to predicate their pro- 
grams on the basis of larger volume 
and lower unit profits was set forth 
by Mr. Loveman as a most impor. 


is more quickly detected 


tant development for the coming 
year. He also predicted a swing to 
factual copy as opposed to emotional 
“pep talks.” 

A 12-month stretch of new sales 
records and an expectancy of even 
greater sales in 1938 has led Frank- 
fort Distilleries, Inc., Louisville, Ky., 
to plan the largest calendar year ad- 
vertising expenditure in the com- 
pany’s history, according to James 
L. Moloney, vice-president in charge 
of advertising. 

Four Roses, Paul Jones, Old Oscar 
Pepper and Mattingly & Moore are 
the brands to benefit by this increase 
in magazine, newspaper and busi- 
ness paper schedules. 

The budget for magazine space 
alone on the first two brands will 
exceed $1,000,000, it was reported. 
Four Roses will be backed by a 
solid magazine schedule of bleed- 
pages in four colors. Record line 
age is also planned for Old Oscar 
Pepper in newspaper copy, celebrat- 
ing the centennial year of this 
brand. Mattingly & Moore will be 
featured in newspapers of all prin- 


cipal cities. 
Emphasis upon institutional ad- 
vertising is scheduled for both 


Northwestern Mutual Life Insurance 
Company, Milwaukee, and Investors 
Syndicate of Minneapolis. Investors’ 
campaign, according to E. R. Cham- 
pion, advertising manager, will con- 
tinue to be chiefly institutional in 
nature. Northwestern, said L. J. 
Evans, assistant director of agen- 
cies, will increase its use of this type 
of copy in 1938, although on a slight- 
ly reduced budget. 


More Test Emphasis 


Short-range planning, increases in 
test copy and greater research will 
feature the advertising policies of 
Sherwin-Williams Company, Cleve. 
land, according to C. M. Lemperly, 
general manager of publicity. 

Also cited was the probability of 
more restraint in copy and claims 
and an increase in the attention 
given the woman buyer on _ such 
points as current style trends. 

Continued emphasis upon its es 
tablished institutional advertising 
was projected for Parke, Davis & 
Co., Detroit, by Walter M. Chase, of 
the advertising department, as the 
dominant feature of 1938 plans. 

“The main purpose of our adver-. 
tising messages,” Mr. Chase pointed 
out, “is to convince people of the 
wisdom of seeing their doctors reg. 
ularly, not only when illness threat: 
ens but also at other times.” 

In addition to its “See Your Doc. 
tor’ campaign the company will 
again splurge on advertising of Na- 
tional Hospital day in May, Mr. 
Chase said. 

Automotive prospects were undis- 
cernible and early sharp recessions 
in 1938 were generally predicted 
though none of the auto makers 
wanted to go on record with this as- 
sertion. 

An optimistic note for the truck 
manufacturing industry as well as 
tire manufacturers was sounded, 
however, by W. O’Neil, president 
of the General Tire and Rubber 
Company. 

“In 1937, more than 700,000 new 
trucks were sold,” he commented, 
“an increase of 50,000 trucks over 
the 1936 total. It is practically cer- 
tain that more trucks will be sold 
in 1938 than in 1937.” Increases in 
the sales of tires for trucks would 
naturally follow, he added. 


The 1938 budget for Hygienic 


Products Company, Canton, O., 
maker of Sani-Flush and Melo, will 
be substantially the same as was 
that for this year, R. M. Schlabach, 
advertising and general sales man- 
ager, said. Neither does the com- 
pany plan any particular change in 
its copy approach, believing that 
there is no substitute for “good hon- 
est advertising copy.” 

Health Products Corporation, 
Newark, maker of Feen-a-mint, Dil- 
lard’s Aspergum and White’s Cod 
Liver oil, will increase its schedule 
in several media above last year’s 
expenditures. This, William H. 
Berg, president, pointed out, is part 
of the fiscal year’s program which 
runs until July 1. 

That fallacious advertising defeats 
itself and that a strong presentation 
of this argument to advertisers 
guilty of exaggeration or untruths 
should aid the profession as a whole 
was suggested by Charles Allen, ad- 
vertising manager, Campbell-Taggert 
Associated Bakeries, Inc., Kansas 
City. 

As an example of such copy in his 
own field, Mr. Allen cited claims 
made by some bakers that their 
bread was effective as a reducing 
agent, claims which he said utilized 
copy similar to that employed for 
old-time patent medicines. 

Advertising interests can and 
should control untruths and other 
errors in the advertising field, Mr. 
Allen added, pointing out that Con- 
gress can do little to legislate help 
for advertising. ° 

Campbell-Taggart, supplying ad- 
vertising to 30 wholesale bakeries, 
will have as its major purpose in 
1938 the establishment of brand 
names in consumers’ minds. Bud- 
gets to support this project will be 
generally increased during the year, 
he commented. 

Appeals in copy during 1938 will 
be more direct, in the opinion of W. 
H. Lowe, president, Pabco-Paraffine 
Companies, Inc., San Francisco, with 
truth, clarity, good taste, mass ap- 
peal and folksiness to be sought. He 
expressed the belief that winning of 
employe good will continues all-im- 
portant and that institutional ad- 
vertising is due for an increase. 

“If the oft-proclaimed self-regu- 


Scan Holdings 
of Newspapers 
in Radio Field 


Washington, D. C., Dec. 28.—An in- 
quiry among members of Congress 
as to whether they believe news- 
papers should be permitted to own 
and operate broadcasting stations is 
getting under way under the guid- 
ance of Vice-President Garner at the 
request of President Roosevelt, it 
was learned today. 

The President is reported as feel- 
ing that public opinion could be too 
easily swayed should the rapid ex- 
pansion of newspapers in this field 
be continued. In over 100 cities 
broadcasting is carried on by news- 
papers. 

Early this year, Congressman Otha 
D. Wearin, of Iowa, introduced a bill 
which would divorce newspapers and 
their broadcasting services, and at 
that time President Roosevelt indi- 
cated his interest in the measure. 
Chairman MeNinch of the Communi- 
cations Commission has already indi- 
cated his belief that the two interests 
should not be linked. 


latory tenets of the advertising in- 
dustry become deep-seated articles 
of faith and not just lip service,” 
he also declared, “then all need for 
Congressional action or government 
regulation is ended.” 

A. P. Giannini, chairman of the 
board of the Bank of America, San 
Francisco, said that its advertising 
for 1938 would match that of 1937. 

“When the graphs are pointing 
downward is when business most 
needs the stimulus of advertising,” 
he declared. “The largest amount 
that the Bank of America ever spent 
in advertising was during the low- 
est depths of the depression in 1931.” 
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One of Our Loyal Readers 


+ + + to your product. Enjoy YOUR share 
of the $22,000 each reader wili spend in 
the next six months. For details write 
CAMPING WORLD, 11 E. 44th St., N. Y. C. 
“The National Magazine of Camping’’ 


Dear Al: 
While you 


ADVERTISING AGE, 


is hot. 


it out, pin ona 


welcome to read and use my copy of 


would find it worth while to have 
your own copy every week so that 
you could read the news while it 


P.S. Here’s a coupon that makes 
it easy to subscribe—just fill 


send it in. It costs less than 
2¢ a week——a real buy. 


Advertising Age, 100 E. Ohio St., Chicago. 


I enclose $1 (cash, check or money-order) for which send 
me the National Newspaper of Advertising for one year. 


Cie ee oe eae ae a ee a 


are perfectly 


I do believe you 


Jim. 


dollar bill, and 


¥ 
@®eeeseeoeeee?s *® 


CH CCCH OVO OE CHRO C4 6/63 61 RO Oe Ce 
Ss 06 » Ose 6 OOO O58 960.0 2S oe OR eS 
o> 6S O°) 6) 26.2 CO 8 & 6's SS 65a Oe Oe 
>.> 6 2 0°65 0S) O 8 O15 BO O86 6 OE Oo OOS 


o°5° 06'S 6 2° 6 8°8 O's Oo @ 8 O)40'8 2 O'S S's S 


; Et © ihe * ae i83 : ; a SpA ae : a « ae iT ie ee 7 A se ; 4 wr y “— 
f. Fo : af ss ,. he, y 2 = h ee ey = a Va > 3 teal LOW tines matte : re; P sitet # io Bere a g AP oe te . f ‘a a a a . 
wa? , Li ese a# : : ves at : : ee : 4 } ‘ pe ; { : ae 
Nee 
— a | | 
; . , ‘ j a gt * 
a 1 : seis 2 5 — pet RP? oe, ae feet MeO ee = ss 2 a E ec tal 
4 =" Ma al @ . _ | 
; ml, || Nl UNE Lb A | | 
ee i‘ — Pe / : Sm are | 
% ad (o ag” a pee 
hw “2! a | 
vz. ¢: :. . . 
¥ vents if ’ as beet 
4 if} — : wi = g 
5S -=- = STEINIE BEER | 
~ #9 Zz LT Ee acti Sa 
| Re ee eee | 
—— 3 Sg ee ae ea on oe _ = 
Oa : ERRAROT BECKER aT | 
Ss [nn ae ae 
a —E . -_ ESS ss a 
————— ————— - ———S pee ve 
heh ieee 
ry gr i 
ee 
3 ae —— 
Pes 3 
a a 
naan, es — ata einen Gee eee 
an Se Se ae 
aes 
al 
i Ui 
va 
oS ae 
sas F Bat 
ee o- a 
Byres 
Saas ae 
| errs 
| Seer 
eee 
inte at £ 
re gas 
reek Rigas 2 
Beco 
laser eaenmnaaebnemmmnaneeaRenmename iueiansinsenaainiian seamen nTime a 
wCer«wr—r—— —————— aa 
a7 a 
a 
Se e a 
ne 86° 
ee eee \ ss 
—— a r 
7 eae 
co 
6 ete oti 
0 a fens 
) * reese 
| Sie te 
Re 
a oe 
w oe 
me ae 
| e Pes 
4 | . 
| 
« : 
2 
| * 
eccccc cc os o i. “i 
ae. 
eae Pca 
ie a 
i 
| Be 
ee ; 
1 Smee 
po ee ee ee Pe. 
iD WHITE | ” pai — 
rubios e WN iS ht ak bh ace eres bie ee 7 
HICAC® . 
‘Tor 0965 e ; 
ie SS. are ee 
2 e = 
: , Peomet amd Mo... . oc ciceess a 
REGINA , : = pr. 
A cal oAnie ae 
108 . een 
a © City x... Bey 
1S | e ao 
ati bs 
ot Te 4 
> é ay 
‘ ‘ a : : 2 a ‘eau Backes 
eee a ¥ Saar ped os, : Bec ee : : i r ee caniae yore yore afer’ a ‘ wes. / Me i ¥ i re ne ne re ‘“ Te pee dette I Wy me 2 ie nt Wee sek (iis hee oF Paige : rie : ¢s Se ena he PRE Ria Oye *u bgaad gt aa Tee sien A 
ee aaa a ae en cob mec apmarene 23 re! * 7 Ei a oat Sates ee oe ae eR He oe Tar oon ON. Oo Oe ice ey MM penne Nie gee Pra rege ey hc Riera tee Rr e hres TR a oo | Mead aaa HERO: ‘ re acs tices Sig toe Ae age Laer eee en eRe Ae Ee NN PS 
eee et Le a a ee Rag Ia re, TS gy Cem. Ng Sa Ue an MCE OM, eR aig | aed oc ok Cam ey mee cope iY step idok tees 4 Si ay 
rig aie oem Stee hay Sp Ie RPS, Pi CS Fea SEG ER. ae athe Shean ott Wea ae rae art Sen iG ea RS td eS are eee: CNet aes OF f chi Binnie ee Aa = ; 7 ore : s ; 


me 


cay 


30 


ADVERTISING AGE 


January 3, 1933 


Vs 


So Merchant of 
Venus Picks ‘37 


Model Salesman 


(Picture on Page 31) 

New York, Dec. 31.—Most success- 
ful merchandise “salesman” of 1937 
was Lucille Wilds, of Great Neck, 
L. L., according to Walter Thornton, 
advertising model agent who wag- 
gishly calls himself the “Modern Mer- 
chant of Venus.” 

Miss Wilds’ bid for fame was based 
on the frequency of her appearances 
in national advertising for a score 
of well known products, including 
du Pont cellophane, Real Silk ho- 


siery, Pond’s creams, Ipana tooth 
paste, Listerine, Bigelow Weavers, 
and Socony Vacuum products. 

In addition to her role in national 
advertising, Miss Wilds’ pretty face, 
blonde hair and brown eyes also have 
caught the attention of millions on 
front covers of Collier’s, McCall’s, 
The Saturday Evening Post, True 
Romances and True Story. When 
not modeling, Miss Wilds attends 
New York University where she ma- 
jors in English and dramatics. 


Chernow to Schrank 


Sam Robert Chernow has resigned 
from Modern Merchandising Bureau, 
Inc., New York, to join M. C. Schrank 
Company, Bridgeton, N. J., and New 
York, in an executive promotional 
capacity. 


Jennings Joins Grant 


Addison P. Jennings, formerly 
with Matteson-Fogarty-Jordan Com- 
pany, has been named Chicago man- 
ager of Grant Advertising, Inc. The 
agency also has been named adver- 
tising counsel by Faucet-Queen Com- 
pany, Lacta Separator Company, 
New Prima Separator Company and 
Rite-Way Products Company, dairy 
machinery, all of Chicago. 


Ahrens Issues Study 


Ahrens Publishing Company, New 
York, publisher of Hotel Manage- 
ment, Hotel World-Review and Res- 
taurant Management, has issued a 
study on the market for air condi- 
tioning in hotels and restaurants. 
The study is presented for air con- 
ditioning manufacturers and their 
agents. 


PRICE LAWS ARE 
UNENFORCEABLE, 
MARKETERS TOLD 


(Continued from Page 8) 


is anomalous that statutes whose 
legal theory is to protect the manu- 
facturers’ good-will should be more 
acceptable to distributors than to 
manufacturers,” he remarked. 
Several reasons why manufactur- 
ers have not hastened to take advan- 
tage of the new laws were advanced 
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@ ET'S consider 


posting from a 


dollars-and-cents angle ... The space cost is ten (yes, 


sometimes even twenty) times the cost of the poster... 


Why jeopardize the tremendous space investment, by 


issuing a poster of indifferent or inferior quality. A 
SEBROF poster is an insurance that you get the com- 
plete value of the space you pay for. We honestly 


believe that it is the best poster that can be produced. 


P.O. BOX 513 ¢& 


HICA DETRO 


LITHOGRAPH CO. 


BOSTON 
© CLEVELAND | 


— 
by Mr. Freer as follows, in Bum. 
mary: 

1. A manufacturer who fixes ¢ 
retail price of his product makes it 
easy for competitors to sell their 
products at lower prices. Distriby. 
tors whose policy it is to sell at low 
retail prices may concentrate thei; 
efforts on products whose retai] list 
prices are not maintained. And, in 
the case of cosmetics, where pricg 
maintenance is widespread, price-cy,, 
ting distributors push low priceg 
goods under private brands. 

2. Many manufacturers find it tp 
their own interest to encourag, 
competition among distributors who 
sell their products. Distributory 
price competition tends toward lowe; 
retail prices by reducing the dis 
tributor’s margin instead of the 
manufacturer’s profit. If distriby. 
tors’ margins are guaranteed the 
retail price is likely to be on 4 
higher level, and unless the cop. 
sumer cheerfully accepts that ip. 
creased price, the manufacturer may 
face the unpleasant alternative of 
decreased sales volume or reductioy 
of unit price to the retailer. 

3. The inherent difficulty of find. 
ing a minimum price for which 
manufacturers are willing to invoke 
the law. So many changeable factors 
enter into the distribution of mer. 
chandise through varying outlets 
that it is a vexing problem for the 
manufacturer to undertake the taskf 
of setting a price that will please allf 
outlets. 

4. The extent of legal difficulties 
the manufacturer may have to fate 
through issuance of resale price con. 
tracts. Not only must he devise 
contracts that satisfy the require) 
ments of 42 states (if he does a na 
tional business) but he must subse 
quently keep track of all the ramif. 
cations and separate judicial inter} 
pretations of each of these statutes : 


eee 


Vitiates Monopoly Antidote 


Malcolm P. McNair, Harvard Uni} 
versity, expressed the opinion tha 
the present fair trade legislation ani 
the circumstances of its enactment 
is an “effort to force distribution 
back toward the status quo of al 
earlier day, to enable the small mer 
chant to occupy a relatively undis) 
turbed position in his local market} 
secure from competitive pressure. 
This is definitely “a step in th 
wrong direction,” he declared, az 
one that will reinforce the monop#y 
listic tendencies that are present i= 
retail trade. The inevitable result ¢ 
the current trend, he concluded, wil 
be a “weakening of the most effect 
ive antidote to monopoly that 
have yet developed.” | 

Fair trade legislation, if it works, 
Prof. McNair added, will create far 
more evils than it cures. Regardless 
of the implications of fair trade, he 
remarked, “business men are et 
ceedingly resourceful in finding alff Jose, 
sorts of ways to make business flor fice 
around artificial obstacles.” 


Trace Fair Trade Background 


In a panel discussion Prof. H. H 
Maynard and Prof. Theodore \. 
Beckman, of Ohio State Universit), 
and Dr. Paul Converse, University 
Illinois, traced the background of the 
fair trade legislative problem and a¢ 
vanced the opinion that sufficien! 
scientific data does not yet exist t 
pass final judgment on the effects 0! 
such laws. Prof. Beckman, howevél 
cited the experiences of manufat 
turers and retailers with fair trade 
contracts in Ohio. To date, he said 
about 900 complaints have been ff 
ceived but not a single case has # 
yet reached the courts. Expressilé 
skepticism over the possibilities # 
successful enforcement, he said th! 
all parties to the contracts have thi 
far shown reluctance to push t 
agreements to their final dispositio™ 

The sole voice raised in unquél 
fied support of price maintenant 
legislation was that of William 
Ingersoll of Ingersoll, Collier & No 
vell, Inc., New York, who spotlighté 
the evils of loss leader practices # 
the need for preserving the identl¥ 
of the small business man. Mtr. 5 
gersoll, well known for his devotl® 
to price maintenance policies, ™ 
cried the attitude that “penalizes * 
man because he is small.” Ruthle# 
price cutting, he asserted, has De® 
one of the most prolific sources ™ 


This 

*1 
Palm 
Russ, 
Pres, 


monopoly. 
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SALES QUADRUPLER DRAMATIZE SHOVELS 
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FOOD STRAINERS 
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‘equiref) The Washburn Company, Worcester, 
8 @ na} Mass., is distributing this display for 


gubsef Androck Food Strainers as part of a new Wood Shovel & Tool Company, Piqua, 
ramififl campaign to convince the housewife she ., takes to dramatic illustrations in a 
1 inter. needs four sizes of mesh strainers. new business paper series for its shovels. 
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PALMOLIVE "ORIGINAL" GOES HOME 


Thi ‘ = 
hhis famous oil painting of the quintuplets by Andrew Loomis, used extensively 


licies, 

enalizes ! rigaimelive advertising, is presented to Dr. Allen R. Dafoe (right), by Colgate- 

 Ruthles ion ae Company at the Greater Cincinnati Woman's Exposition. Mayor 
has bee ‘ne  vileon (left) and Arthur Ney, Colgate Cincinnati manager, make the 

‘sources of Ntation to the diminutive physician who figured in the painting as well as 


other extensive advertising wrapped around the famous five. 


WEEKLY AGENCY CLINIC POOLS IDEAS OF ENTIRE STAFF 


Joseph L. Badger, president, sits at the head of the table as the Badger and Browning, Inc., staff gathers ‘round in the Boston 
office for a newly launched series of weekly intra-agency clinics, which are reported to have produced a number of client-helping 


GHOSTLY GLAMOR 


Dubbed the 1937 "Star Salesman," Lucille Wilds, copy model, often seen in 
national advertising, does her stuff in this illustration for Listerine copy. 
(Story on Page 30) 


BRINGS CHRISTMAS TIDINGS 


Lanvin Parfums, Inc., New York, achieves 

striking effect in this magazine copy illus- 

tration for its new perfume entry, Pre- 

texte, with combined half tone and re- 
verse deep etch. 


This illustration mutely and effectively presented the Christmas message of 
Shigeta-Wright, Inc., Chicago photographer. 


STEWART-WARNER CHIEFS CELEBRATE SILVER ANNIVERSARY 


These officials of Stewart-Warner Corporation gather to celebrate the 25th anniversary of the company at a dinner given by 
the Indianapolis Chamber of Commerce: J. S. Knowlson (seated, left), chairman of the board; Joseph E. Otis, Jr., president; 
F. A. Ross, vice-president and general works manager; Frank A. Hiter, vice-president and general manager; C. C. DeWees 
(standing, left), radio and refrigeration advertising manager; John F. Ditzell, radio and refrigeration general sales manager; 
E. H. Farrell, comptroller; R. W. Ayres, refrigeration engineer, and Donald W. Alexander, Indianapolis plant manager, 
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